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Rough Proofs 


Some of the manufacturers are 
now putting out women’s shoes with 
wooden soles, but don’t get too 

orked up over the idea that it will 
cost less to keep the little woman 
shod. 


, VF 


“Oklahoma,” the musical hit of 
Broadway, is featured in the pro- 
motion of the Daily Oklahoman and 
Times, and the grateful producers 
will doubtless say, “O.K., Okla- 
homa!” 


a Coll 


Wilson & Co. is trying its darndest | 


to teach dogs how to eat the new 
kinds of chow, and the hardest part 
is explaining to Fido what they 
mean by “bolus.” 


eS. = 


“That old mousetrap story of El- 
bert Hubbard always was a phony,” 
declares Paul Hoffman, who can 
still be just as forthright as when 
he sold Studebakers in California. 


i! 


Fred Kenkel says there’s a defi- 
nite relationship between the avail- 
ability of gasoline and the potential 
evening radio audience. 
be it also has something to do with 
the high birth rate. 


7. » 


In listing leading a.m. news-| 
papers, the Chicago Sun shows nine 
more than 100 years old and one, 
the Pittsburgh Post-Gazette, 
is 157. Longevity must be aided by'| 
the bracing morning air. 


v,yvy 
to know why he is winning this 


war,” Capt. Lovett, Navy’s public 
relations expert, told the AFA. And 


if George doesn’t know, Westbrook | 
Pegler will gladly tell him. 
a et 
Synthetic tires may outlast the 
cars for which they were manufac-| 
tured, Dr. Gustav Egloff says. If 


they do, they’ll probably equal the 
record being made by most of those 
now in service. 


vgy¥sey? 


“Writers dawdle past their dates, | 
waiting for inspiration or mood,” 
says The Diary. 
Say you ‘can’t get an 
o'clock on Tuesday.” 

Some people just can’t appreciate 
the soul of an artist. 


idea’ 
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The second cup of coffee may soon 
be available again, the coffee trade 
s proclaiming, and human nature 
being what it is, a lot of people 
won’t even ask for it. 


7 OF ow 


The interesting angle on Mayor 
Hague’s statement that advertising 
has boosted quotations on Jersey 
City bonds 10% is that a lot of the 
bondholders must be Republicans. 


= Vw», 


The Audit Bureau of Circulations 
is thinking of calling off its tradi- 
tional October meeting, but it’s 
pretty hard to keep publishers out 
f circulation. 


7 v= 


An American League 
scored 12 runs in one inning on the 
Yankees recently, a happenstance 
which must have carried Joe Mc- 
Carthy back to the dear dead days 
of 1929. Copy Cus. 


adversary 


| 


| truth about the availability of coffee. 


Coffee Industry 
Launches Big 
Advertising Drive 


184 Newspapers, 
Radio and Business 
Papers Scheduled 


New York, July 7 — Irritated by 
advertising messages regarding 
coffee “emanating from sources 
other than the coffee industry,” the 
Joint Committee of the Pan Ameri- 
can Coffee Bureau and the National | 
Coffee Association has started a new | 
national advertising campaign to 
give consumers ayi@ the trade the 


The campaign will be “a positive | 
effort to assure full consumption | 
and enjoyment by the American | 
| people of the increased coffee ration 
recently announced.” The first ad- 


| vertisement appeared July 5 in 184} 


| 


And may-| 


which garding the cof , 


| 


| 


| 


| problems. 


newspapers in 142 cities. 
tion to the general message, the | 
copy also promotes iced coffee as 
a stimulating summer drink. Na- 
tional magazines, radio, trade papers | 
and point of sale promotion will 
also be used. Copy is being placed 
by J. M. Mathes, Inc., New York. 

In announcing the campaign, J. 
Rosenthal, executive director of the 
Joint Coffee Committee of the Pan 
American Coffee Bureau and the 
National Coffee Association, said: 

“Certain magazine groups and in- 
dividual concerns have sponsored | 
|advertisements recently which = 
|credence to misapprehensions 


In addi- | 


though I am certain these Ao na 
references have not been made | 
maliciously, the fact remains that 

discussion of coffee by anyone lack- 
ing a complete knowledge of the 
situation can cause untold harm to 


“George Spelvin, American, wants | pyr industry.” 


Given Wrong Slant 


Referring Naeem to adver- 
jtisements which urge consumers 
willingly to use less so that mem- 
bers of the armed forces can be 
|properly supplied, Mr. Rosenthal 
pointed out that advertisers are mis- 
leading consumers when they in- 
clude coffee among the items listed. | 
Consumers have not been rationed | 
on coffee in order to provide the 
armed forces with more; rationing 
has been due entirely to shipping | 
“The coffee for the Army | 
and Navy is procured in coffee-pro- | 
ducing countries and usually) 
| brought up in Army transports,” Mr. 
|Rosenthal said. “At no time has | 


“It’s nonsense to|there been any question but that! 
by 4|the armed forces get first call on all | 


available supplies of coffee before 
civilian requirements are met. The 
Army and Navy get all the coffee 
they want, and the coffee our gov- 
ernment has set aside for consumer 
use has no relation to that provided 
to the armed forces.” 

Pointing out that now consumers 
will be able to drink two cups of 
coffee daily, the sales message urges 
coffee-lovers to take full advantage 
of the increased ration. 


Calls for Education 


Trade ads scheduled for hotel, 
coffee, grocery, and trade magazines 
will carry the same headline as the 
newspaper ads, “Have Another 
Cup.” Copy scheduled for Tea and 

(Continued on Page 45) 
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SILEX IRONS 


Major Fight Looms Over 
Compulsory Grade Labeling 


5% Newsprint Cut 
Ordered by WPB 
for 3rd Quarter 


Nelson Denies That 
= _ Censorship Figures 
ss: | in Paper Allotments 


HORIZONTAL STEAM DISTRIBUTION 
insures @ protective cushion of steam over the entire ironing surtece | 


Washington, D. C., July 
| long-awaited newsprint 
finally was issued this week by the 
Printing and Publishing Division of 
the War Production Board. 
lowed the recommendations 
newspaper advisory 


THE SLEX COMPANY - HARTFORD CONN 
cnet te Cas Cate Mt tty 
Pie Biles Retemet: Bet Seem tron will be eveilehis wnt eMe the war 


of the 


This advertisement, currently appearing committee ond 


in 700-line space in newspapers, features 


he Sil A ti ae ager ‘ cut newsprint consumption on a 
t nes, = +h Sil -~ tg fe oe — sliding scale, rising to 5% with 
made by the dsilex Co., famous tor its larger users. 

| glass coffee a A mee re = = The issuance of the order was 
ness papers is aiso on e scneduie, in aatnw z rg o 
addition to The American Weekly, Life, me ni a — Rs of 
and The Saturday Evening Post. anguish, not from the pubDlishers- 


(Stor pap 
Story since most of them were intimately 


acquainted with the survey 
lished by the American 
paper Publishers Association, which 
showed that the original 10% re- 
duction had not been achieved—but | 
from Congress. 
Rep. Melvin 


on Page 6.) 


Truman Committee 
Hits Hard at War 
Contractors’ Copy 


pub- 


Maas of Minnesota 
declared that the paper order 
fostered by bureaucratic 
prejudice and favoritism. Officials 
who rationed newsprint, he said, 
issued orders from which there was 
no appeal. 


whimsy, 


Washington, D. C., July 9.—‘In- Donald M. Nelson today issued 
stitutional” advertising was dealt|a statement in response to Mr.| 
its severest blow of the war here Maas’ charges. He said Mr. Maas | 
today when the Truman committee was misinformed, denied that any 
of the Senate, investigating the na- form of censorship entered into 
tional defense program, issued a | WPB’s consideration of paper allot- 
statement lashing out against “ex- ments, declared that the paper 
travagant” advertising by war con- | shortage was real and not manufac- | 


tractors, and particularly condemn- 

ing “unfounded claims” for imple- 

ments of war. 
Advertising of 


tured, and asserted that there was 
adequate appeal machinery set up 
to take care of cases of undue hard- 


7.—The | 
order | 


It fol-| 


News- | 


Was 


63 Canners Now U. S. 
Inspected; Step Up 
Promotion Plans 


(Picture on Page 51) 


By 8S. R. BERNSTEIN 

New York, July 8.—AlIll signs this 
eek pointed to the re-emergence 
of grade labeling and the consumer 
movement as the greatest problem 
facing the sale of trademarked and 
| branded merchandise during the 
coming months. As hosiery manu- 
facturers continued to champ under 
OPA labeling requirements, canners 
breathed a sigh of relief over the 
news that there will be no imme- 
diate compulsory grading regula- 
tions, and industry awaited—with 
complete optimism—the imminent 
report of the Boren committee of 
the House, which has been devoting 
its time to a study of whether actual 
and projected governmental regu- 
lations of trademarks, brands and 
grades are really necessary for the 
successful prosecution of the war. 

That the Boren committee will 
|lash out against traducers of the 
free enterprise system, and make a 
strong case against grade labels and 
for trade names and trademarks is 
Ke longer in doubt; the speeches of 
Rep. Boren, chairman of the com- 
| mittee, and of Rep. Halleck, ranking 
minority member, before the Sales 
Executives Club in New York two 
| weeks ago (AA; June 28) made that 
clear. That grade labeling and all 
it implies will be the target of all 
the guns that advertising and re- 
lated interests can bring to bear was 
also made abundantly clear by 
| adoption of the Advertising Federa- 
| tion of America resolution last week 
(AA, July 5) expressing its “un- 
qualified condemnation” of enforced 
government grade labeling, and by 
the off-the-record talk of OPA 
Deputy Administrator Lou Maxon 
| at that meeting, who intimated that 
in his judgment private enterprise 
faced no greater threat. 


Will Tackle Two Jobs 


No other advertising organiza- 


Curtiss-Wright ship. He said he would present a) 

Corporation and International detailed statement of the paper 

Nickel Company was singled out situation to the House committee 

for sledge-hammer blows in the’ investigating the newsprint situa- 
(Continued on Page 49) (Continued on Page 47) 


Last Minute News Flashes 


Benton & Bowles to Handle Snider Advertising 


New York, July 9—Benton & Bowles, agency for General Foods prod- 
| ucts including Maxwell House coffee, Post Toasties, 


ments, recently acquired by General Foods. The agency’s contact on the 
Snider products is Edward R. Beach, under the supervision of William 
R. Baker Jr., executive vice-president of the agency Donald Barr, 
manager of the marketing department of Frosted Foods Sales Corpora- 
tion, a General Foods division, will be in charge of Snider advertising 
Comprehensive plans are now being made for fall campaigns on Snider’s 
tomato catsup, Old Fashioned chili sauce and cocktail sauce 
Schiesser Named Erwin. Wasey Time Buyer 

New York, July 9.—George H. Schiesser has been appointed time buyer 
in the radio department of Erwin, Wasey & Co., New York. He will con- 
tinue buying space for selected clients as he has been doing for the past 
12 years. Mr. Schiesser formerly was in the space buying department of 


Compton Advertising, 
manager of the old New 


and served as as 


York World. 


sistant to the national advertising 


i. 


‘Magazines Get New Copy for Ammens Powder 


New York, July 9.—Hoping to capitalize in the 
the “tremendous acceptance” of Ammens powder by 
Charles Ammen Company has inaugurated a series of 
tisements in Life and Time. Copy plays up the ab 
antiseptic qualities of the product. Insertions 
ness papers and service men’s publications 
the account. 


Plymouth Starts New Drive in Magazines, Farm Papers 
Detroit, July 9.—The Plymouth Di of Chrysler Corporation 

launched a series of full-page sements in several national 

magazines and farm 

great cars.” Copy depicts the prewar Plymouth and points to the future 

when “You will get in a brilliant new as our boys 

N. W. Ayer & Son handles the account. 


consumer market upon 
the armed force 
half-page ad’ 


orbent, 


er- 
analgesic and 
are also running in 


Kelly, Nason, Inc., | 


NuSsI- 
andle 


vision the 
adverti 


headlined, 


h 


ids 


papers “Remember? Plymouth build 


car come home again.’ 
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Log Cabin syrup and} 
others, has been appointed to handle the advertising for Snider’s condi- 


tions have adopted anti-grade label- 
ing resolutions lately, but it can be 
accepted as gospel that advertiser 
and media groups alike—thoroughly 


alive now to the implications of a 
movement which many of them 
thought they could kill a few years 
ago by merely shouting “Com- 
munist’”—will now devote a major 
part of their energies to the two- 
fold task of holding off all imme- 
diate threats of the imposition of 
grade labeling, and of making a 
better case for trademark and 
brand names with the public 

jut while the majority of na- 
tional advertisers, media and adver- 
tising agencies are looking at com- 


pulsory government grades as unen- 


thusiastically as they would look 
on an extended cup of hemlock 
no absolute unanimity ha been 
achieved It is possible, for exam- 
ple, to find advertising and media 
men who feel that some sort of 


compulsory 
program 1! 


government 
bound to come, 


grading 
and that 


therefore all-out opposition to such 
a program will merely make the 
public more suspicious of the merit 
of brand There are also, as there 
have always been, some manufac- 
turers and important distributors— 
and not necessarily only the maker 
or distributor of relatively un- 
known product who are inclined 
to look with a sympathetic eye on 
government grading, or at least to 
view it with relative ur ncern 
Almost unknown to advert 
for f imple in ents 
organization which l:kes to de 
itself a ‘gra n the le 
ng controve and t 
doubted in the sense that 
very much in favor of governn 
grades on canned goods, j 
|all interested in having government 
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grading made mandatory on all 
canners. 

This unusual organization is the 
U. S. Inspected Foods Educational 
Service, a loose-knit organization of 
21 canners, all of whom pack under 


the continuous inspection program | 


of the U. S. Department of Agri- 
culture, and all of whom carry U. S. 
grade label designations on their 
products. They plug the advan- 
tages of grade labeling hard, but 
they have no interest in seeing the 


government make grade ~ labeling | 


mandatory for all canners. In fact, 


they feel that 


petitive advantage which they have 
gained by voluntarily agreeing to 
the continuous inspection system. 

The U. S. Inspected Foods Educa- 
tional Service came into being 
during the canners’ convention in 
Chicago early in 1942, under the 
sponsorship of plants approved and 
accepted for U. S. continuous in- 
spection and U. S. grade labeling 
by the Department of Agriculture. 
The organization is “dedicated to 
consumer study and education of 
U. S. continuous inspection and 
U. S. grade labeling of processed 
fruits and vegetables,” and it is pre- 
sided over by attractive, energetic 
Polly Gade, who left a post as home 
economist with Nash - Kelvinator 
Corporation to take on the canners’ 
work. 

U. S. Inspected Foods Educational 
Service is located at 745 Fifth Ave., 
New York, which happens also to 


mandatory grade) 
labeling would eliminate the com-| 


be the address of Geyer, Cornell & 
Newell, Nash-Kelvinator agency, 
and since its inception the service 
has occupied quarters in the 
agency’s offices. 
moved to quarters of its own, on 
another floor in the same building. 


63 Under FDA Inspection 


| There are now 63 canners and 
packers, operating 82 plants, which 
are under continuous inspection by 
the processed foods standardization 
and inspection division of the Food 
Distribution Administration, U. S. 
Department of Agriculture, and all 
are eligible for membership in the 
service, although only about one- 
third have thus far joined. How 
much of the total pack is now 
government - inspected and grade 
labeled is difficult to say, but the 
figure of 7% has been bandied 
about. 

Any canner or packer can grade 
label his products A, B and C if 
there are government standards for 
this product, without taking on the 
continuous inspection program. He 
then becomes liable under the laws 
governing misbranding if his labels 
should be inaccurate. However, 
plants operating under the con- 
tinuous inspection system for can- 
ners, which was instituted in a 
single plant in 1939, are the only 
plants privileged to label their 
products with the wording, “U. S. 
Grade A” or whatever the grade 
may be, and to carry the additional 
statement: “Packed under contin- 
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Now it is being! 


APPROVED LABELS 


U S GRADE LABEL STATEMENTS 
us 
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tLe Ore Paes ormment one 
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CONTINUOUS INSPECTION LABEL STATEMENTS 
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Suggested examples of label designa- 

tions and shields approved by the De- 

partment of Agriculture for use by can- 

ners operating under continuous inspec- 
tion service. 


uous inspection of the U. S. De- 
partment of Agriculture.” 

Until recently the U. S. Inspected 
Foods Educational Service has been 
somewhat of a mystery to the field, 
since it has done little promotional 
work of its own, although members 
have devoted the major part of 
their promotion to cashing in on the 
advantages of having continuous 
government inspection. Now the 
sefvice is ready to step out promo- 
tionally, and while plans are still 
pretty nebulous, some of the mem- 
bers look forward to the day when 


| there will be a “U. S. Inspected 
Foods” brand, and a national coop- 
erative advertising and promotion 
campaign of major proportions. 


Mails Sample Labels 


Now the service is engaged in 
mailing sample labels of its member 
companies to about a thousand con- 
sumer councils, leading home econ- 
omists, women’s club officers, etc., 
pointing out that “A B C grades of 
canned and glassed fruits and vege- 


tables are still available, even 
though they are not required by 
OPA regulations. Certain food 


processors voluntarily label their 
brands as to quality. Moreover, 
when these grades are ‘shielded’ 
and ‘U. S.’ prefixed, these canned 
foods are packed under the con- 
tinuous inspection of the U. S. De- 
partment of Agriculture.” 

Members are being urged to carry 
a line denoting their membership in 
the service on their labels, and also 
to standardize their use of the grade 
marks and seals. For example, 
U. S. Grade A, Fancy, is always to 
appear in blue ink; U. S. Grade B, 
Choice or Extra Standard, always 
in red; and U. S. Grade C, Standard, 
always in green. A special infor- 
mative panel, which also refers to 
other grades in the line, is also 
recommended. 

Promotion of the service thus far 
consists principally of direct mail, 
personal appearances by Miss Gade, 
and the distribution of leaflets and 


literature on grade labeling and the 


— 
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With all the talk that goes the rounds these days 


about “doing something for Latin America,” 


it is 


refreshing to note that Latin America is doing things 
independently and paying cash on the barrel head. 


For a quarter of a century, now, we have been try- 
ing to publish business magazines in Spanish so good 
that we could sel] them to business men south of the 
Rio Grande, rather than send them free and unin- 
vited, as most publishers do. 


We were moderately 


a recent check has made us rub our eyes. 


BUSINESS PUBLISHERS 


NGE 
ee 
L 


successful from the start, but 
More 


INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


= 


MAL KENZIE 


than 40,000 copies monthly of BUSINESS PUBLISH- 
ERS INTERNATIONAL CORPORATION specialized 
magazines go to Latin America. 


More than 80% of these are paid subscriptions— 
a record no other publisher has ever been able to 
achieve, so far as we can determine. 


Latin America must want them to pay in advance 


for them. 


Advertising by invitation should be more effective 
than that which is unsolicited by the reader. 


Think it over. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


E dterfeans 


i 


FARMACEUTICO 


published monthly in Span- 
ish. circulates to the Latin 
American INDUSTRIAL 


s field. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


Asia. 
Oceania. 


ublished monthly 
ish and circulating to the 
AUTOMOTIVE 
Africa, Europe and 


in Eng- 


TRADE in ish and circulating to 


Latin America. 


published monthly in Span- 


AUTOMOTIVE TRADE 


published monthly in Span- 


the ish and circulating to the 
in DRUG TRADE in Latin 
America. 


se 


U. S. continuous inspection pro- 
gram. Individual members haye 
developed a considerable volume o; 
printed and promotional materia) 
of their own, one of the most out 
standing pieces being a handsome 
brochure, now in its second edition. 
published by P. J. Ritter Company 
of Bridgeton, N. J., no stranger 5 
the advertising field. 


Distributes Radio Broadcast 


Currently the service is dis- 
tributing copies of a 15-minute 
broadcast written by the ubiquitous 
Durrum Twins of the University of 
Texas, which introduces the house- 
wife to the “grade labeling family 
in sprightly fashion, and asserts 
that “as soon as the American 
housewife finds out what the grade 
labeling family has to offer, thei; 
name will be on _ everybody’s 
tongue. They’re up and coming 
folk, these members of the grade 
labeling family. They’re sponsors 
of the knows-all-tells-all X-ray 
label that enables you to see right 
through any container.” 

Much more will be heard from 
the U. S. Inspected Foods Educa- 
tional Service as time goes on, and 
as grade labels become more and 
more a topic of conversation. Like 
Ritter, not all the members of the 
group are strangers to the advertis- 
ing world. Another well-known 
advertising name that is labeling 
some of its products under U. §S. 
continuous inspection is Burnham & 
Morrill Company, whose corn car- 
ries both the U. S. grade and the 
Good Housekeeping seal of approval. 
C. D. Kenny Company, giant whole- 
saler, has a complete line of U. S. 
graded products, and Rio Grande 
Valley Citrus Exchange goes all-out 
on its labels, carrying not only the 
U. S. grades and continuous inspec- 
tion shields, but the Good House- 
keeping seal of approval and the 
acceptance seal of the American 
Medical Association’s council on 
foods. 

Plants operating under the pres- 
ent system hope fervidly that com- 
pulsory grade labeling will not 
come, because they believe that 
under their voluntary program they 
have a real competitive advantage, 
and they deplore the harsh words 
being said on both sides. Obviously, 
Ritter, Texsun, B & M and others 
have no thought of giving up their 
own well-known trade names, but 
they see no reason why use of gov- 
ernment grades, on a_ voluntary 
basis, should force them to do so. 
From their standpoint, continuous 
government inspection and the use 
of government grades on labels is 
a valuable service to the consumer, 
and no less valuable to them. 


Starts New Series 


Delta Air Lines, Atlanta, has 
launched a new series of advertise- 
ments in Time and southern news- 
papers which is to continue for the 
remainder of 1943. The campaign 
will be addressed to southern indus- 
trialists who can speed up their war 
work by flying. Delta’s national 
advertising for the first half of °43 
was devoted to the theme of south- 
ern industrial expansion in the 
postwar era. Beaumont & Hohman 
is the agency. 


Harrington Advanced 

Robert W. Harrington, for many 
years in the local and financial ad- 
vertising department of the Brook- 
lyn Eagle, has been promoted to na- 
tional advertising manager. 


@ Food commands world-wide 
attention and Battle Creek is 
internationally known as a food 
production center. More than 
100 diversified plants are 
working on war contracts also. 
Population 67,776. 


THE BATTLE CREEK 


ENQUIRER 4*» NEWS 
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YOUR 
Post-War Market 


in the Institutional Field is made up of these 
Mass Consumers of Equipment, Food Products 
and other institutional supplies: 


@ HOTELS 

@ HOSPITALS 

@ SCHOOLS 

@ RESTAURANTS 

@ INDUSTRIAL CAFETERIAS 
@ COLLEGES 

@ HOMES and ASYLUMS 
@ YMCA’s and YWCA’s 
@ RAILWAY SYSTEMS 

@ STEAMSHIP LINES 

@ PUBLIC BUILDINGS 

@ and OTHER INSTITUTIONS 


and... FOR THE DURATION OF THE WAR 
—in addition to its regular circulation, INSTI- 
TUTIONS Magazine is being sent to the fgllgw- 
ing: Quartermasters in the Army, Supply 
Officers in the Navy, Post Quartermasters in the 
Marines, Purchasing Officers of the U. S. Mari- 
time Commission, Purchasing Engineers of Pro- 
curement Offices, Superintendents of Veterans’ 
Hospitals, Purchasing Agents for Bomber and 
other Industrial Plants, Managers of Industrial 
Cafeterias, Operators of Army Post Exchanges, 
Military Schools, and others engaged in the 
war effort. 


ing agencies. 


INSTITUTIONS Magazine for months past “2 
has been conducting a survey to determine 
post-war planning of representative insti- 
tutions ... many of these plans are actually 
completed and merely await the release of 
materials, others are in the development 
stage. The general results of this continu- 
ing survey are being made available upon 
request to manufacturers or their advertis- 


PROGRESS REPORT to the INSTITUTIONAL FIELD fm 


EVELOPMENTS of interest to the institutional field are going 
D:. rapidly . . . quietly. We have reference to the changing 
aspects and increasing tempo of war production. A year ago, all 
thoughts rightly were concentrated on making direct implements 
of war . . . tanks, ammunition, guns and other fighting weapons. 
Today, certain phases of the war program have been brought 
close to completion as evidenced by the cancellation of contracts 
for plant construction, the laying off of men making armor plate 
and the curtailment of certain other schedules. 


None of this means that there is a slowing down of the war effort. 
On the contrary, it means that still greater effort at still greater 
speed must be expended. It means that now, consideration can, 
and must be given to the production of equipment which was 
stopped when everything of a war nature was needed and when 
only relatively few raw materials were available. 


Increasing the tempo of the war effort today means renewing and 
stepping up production which has a direct bearing on winning the 
war but which of necessity, and logically has been secondary to 
battlefront equipment. 


Manufacturers who are serving . . . or who are planning to serve 
. . « the institutional field will recognize the application of the 
foregoing to their basic products . . . products which are essen- 
tial to mass feeding and mass housing as provided by all types 
of institutions. In other words, the maintenance of vital institu- 
tional functions now rates first consideration when compared to 


other services not involving actual war materiel. 


When production for war was first started, manufacturers in the 


institutional field made their greatest contribution by taking the 


initiative and by converting to war work. These same manufactur- 
ers, while working at top speed today to complete their war con- 


tracts, can render an equally great service by getting ready to 
resume production of institutional equipment. To neglect essential 


institutional services at the present stage of the war program is 


to be guilty of neglecting a phase of production vital to ultimate 
victory. 


All of the foregoing gives new emphasis to the fact that for the 
institutional field, the post-war market is here today. This is a 
market in addition to that which exists right now as a result of 
mass feeding and mass housing by both government and privately 
operated institutions. 


Manufacturers who are advertising to the institutional field today 
are laying the groundwork for the production of their normal and 
essential institutional products . ... they are enjoying the benefits 
of a market which was huge before the war, which is huge today 
and which will be even greater when the war is won . . . they are 
building for themselves a preferred position in this mass consumer 
market when guns actually cease firing. This is a market which will 
be augmented by new construction, expanding facilities and large 
scale remodeling and replacements, many of which even now are 


in the blueprint stage. 


For complete details on your post-war market which is here today 
and for further information on INSTITUTIONS Magazine . . . 
the only publication reaching all related divisions of the huge 
institutional field . . . consult your advertising agency or write 
to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago, 
Illinois. 
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. Register-Tribune; Fred Gaertner | 
OWI Names Nine Jr., Detroit News; Wilbur Forrest, 
|New York Herald Tribune; and 
|H. P. Paulson, Fargo Forum. 
. ao | 
Editors to Advise srg 
It was also announced this week 
that Elmer Davis, although bitterly 
. disappointed at Congress’ trimming 
on pera ions of the agency’s budget—OWI origi- 
nally sought $8,800,000 for the 
Washington, D. C., July Pe oe = Ei would continue 
Office of War Information_this week | Precisely what the agency would 
retired gratefully from the bruising | do to meet its strained circum- 
field of Congressional combat. Its | stances has not been announced, 
domestic division, finally set with a| although Mr. Hoyt said that the 
budget of $2,750,000, was preparing| field offices would be abandoned (a 
to outline the job it faces for next| foregone conclusion, since their 
year. appropriation was eliminated), that 
Its new domestic director, E.| the publications bureau would be 
Palmer Hoyt, publisher of the Port-| scrapped and that the Victory bulle- 
land Oregonian, held a brief press| tin would be discontinued. 
conference yesterday. He disclosed| The motion picture bureau, headed 
that a committee of nine newspaper} by Lowell Mellett, was limited to 
editors had been named to advise} $50,000, and OWI officials said this 
the OWI on its operations on the| amount would probably be spent in 
curtailed budget. Mr. Hoyt noted} maintaining liaison with the film 
that some of the editors have been | industry. Washington rumors per- 
critical of OWI policies and opera-|sisted that Mr. Mellett, former 
tions, and that he and Elmer Davis| Scripps-Howard editor and one time 
felt the group could be of consider- | information chief in the days of the 
able assistance. The members of| Office of Government Reports, in- 
the panel are: tended to resign. Closely connected 
Roy Roberts, Kansas City Star;| with Mr. Roosevelt and other key 
Lawrence W. Winship, Boston) figures in the administration, Mr. 
Globe; George W. Healy Jr., New| Mellett refused to comment after 


Orleans Times-Picayune; Paul Bell-| conference with Mr. Davis yester- 
amy, Cleveland Plain Dealer; Mark | day. 


Ethridge, Louisville Courier-Jour- The Office of Program Coordina- 
nal; Gardner Cowles Jr., Des Moines! tion, which weathered the Con- 


gressional storm with considerably 
more success than did other divi- 
sions of the battered information 
agency, will probably have an oper- 
ating budget of about $223,000. This 
figure compares favorably with the 
$248,000 originally requested, and is 
better than the original earmarking 
of the conference report, which was 
a flat $200,000. 


Reelect Flickinger; 
Award Is Announced 


Burt P. Flickinger, president, 
S. M. Flickinger Company, Buffalo, 
has teen reelected president of Red 
& White Corporation, Chicago, 
wholesale operators’ group. Edward 
M. Sweeney, president, Sweeney & 
Co., San Antonio, Tex., was named 
vice-president. 

The president’s annual award for 
the most effective and constructive 
newspaper advertising was awarded 
to Gordon, Sewall & Co., Houston, 
Tex., at the group’s recent war con- 
ference in Chicago. 


Promotes Tea Extender 


J. L. Trumbull Ltd., Vancouver, 
has started advertising Pek-O-Ten, 
a tea extender, in eastern Canadian 
daily newspapers. The product has 
achieved distribution in the West 


and.an office has now been opened | 


iif Ontario, with the possibility that 
distribution will later be extended 
to Quebec. J. J. Gibbons Ltd., is 
the agency. 


How to Talk Like a 


Cow from ANYWHERE! 


Maybe you saw that recent feature article in a very great 
weekly magazine, about Wright-Sonovox. .. . If so, we know 
it must have excited your imagination and given you some 


new ideas for selling goods by radio. 


But as Charles F. Kettering so aptly said, “Man is so consti- 
tuted as to see what is wrong with a new thing—not what is 
right. To verify this, you have but to submit a new idea to a 
committee. They will obliterate 90 percent of rightness for 
the sake of 10 percent wrongness. The possibilities a new 
idea opens up are not visualized because not one man in 1000 
has imagination.” 


If you have gotten kind of excited about Sonovox, but are up 
against a situation where 10° wrongness has got you stymied, 
wed like to arrange an audition of various Sonovox ideas 
which are now producing outstanding results on the air. One 
of them might give you an idea. 


Just contact any of the 
offices below. 


X “Talking and Singing Sound” 
FREE & PETERS, INC. 


Exclusive National Representatives 


CHICAGO: (sh \) Mahopon 


Framklen G47 


NEW YORK: 25> Port Ave 
Plava $-4151 


SAN FRANCISCO: |. | Switer 


Samer 4555 


WRIGHT-SONOVOX, INC..." 


HOLLYWOOD: 665) \. Gorden 
Glad-tone $949 


SONOVOX PIONEERS 


Allied Mills, Inc. (Wayne Feeds) 
Louis E. Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
(Chick Bed Litter) 
The W. D. Lyon Co. 


Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
oal Co. 
Ruthrauf & Ryan, Inc. 


Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauf & Ryan, Inc. 

Christian Feigenspan Brewing 
Company ( oo and 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & Holden, 
Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co. 
inc. (Fould’s Macaroni Products} 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 

Andrew Jergens Co. 

(Woodbury's mg 
Lennen & Mitcheil, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 

Ruthrauff & Ryan, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 
Buchanan & Co., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 

Radio Station KOMA, 
Oklahoma City 

Alvino Rey and his Orchestra 
(in all broadcasts) 

Shell Oil Company, Inc. 

‘alter Thompson Co. 
S. Treasury Dept. 

Universal Pictures Company, Inc. 
(‘Larceny With Music") 

Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) ~ 

Velie-Ryan, Inc. (Nesbitt's 


California Orange Drink) 


ATLANTA: 522 Palmer Bids 
Main $667 
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J ictory is Our Business! 


The armed forces, General Motors and 
18,735 sub-contractors and suppliers are 
pictured as gears perfectly meshed in 
this full-page institutional copy released 
last week to the large list of newspapers 


on the company's regular schedule. 
Campbell-Ewald Co., Detroit, is the 
agency. 


U.S. Rubber 


Quaker Oats and 
Others Would Stop 
Use of Cherrioats 


Wilmington, Del., July 8.—A ca:e 
of unusual interest to marketers bx - 
cause it involves the merits of nat- 
ural whole grain foods as opposed 
to “restored” foods has been intrv- 
duced in the federal district court 
here, with leading oats processors, 
including The Best Foods, Nationa! 
Oats Company, Northern Illinois 
Cereal Company, and Quaker Oats 
Company, seeking to restrain Gen- 
eral Mills from using the word 
| “oats” in connection with any prod- 


_|uct other than rolled oats, and spe- 


cifically from continuing to use the 
name “Cherrioats” for its ready-to- 
eat cereal. 

Plaintiffs allege that Genera! 
| Mills advertises Cherrioats as hav- 
jing the nutritional values of oats 
or oatmeal, but that Cherrioats is 
not oats or oatmeal and does not 
have the same nutritional values as 
oatmeal. The complaint also de- 
clares that as well as being a grain, 
“oats, a human food, means rolled 
oats or oatmeal.” 

To a large extent, the controversy 


hinges on the effectiveness of resto- 


Opens War Service 
for Truck Tires 'rative food methods. In the restora- 
| tion of cereal foods vitamin B,, nia- 


| New York, July 8.—Fisk division | cin and iron are added synthetically 
| of United States Rubber Company |to bring the products to whole grain 
|has developed a “War Necessity | levels in these elements, but the so- 
| Service” designed to keep all neces-| called restored foods generally do 
| sary transportation in operation by! not have returned to them all other 
| maintaining a schedule of regular| nutritional values which may have 
inspections for fleet operators and| been impaired or destroyed in proc- 
| the filling out of truck tire mainte-| essing, the complaint says. 
|nance reports. Other allegations in the complaint 
In 1943, this country’s 5,000,000| are that General Mills in its adver- 
| war-necessary vehicles will require|tising and sale of Cherrioats has 
| 4,000,000 new truck tires, and a like! violated the Federal Food and Drug 
‘amount of new truck tubes and/| Act, the Federal Trade Commission 
recaps. A special kit of books and| Act, state statutes dealing with 
|other material necessary for the)|truth in advertising, and a number 
operation of the plan will be sent|of state pure food laws. The com- 
to each dealer, including a manual|plaint also alleges that General 
|containing complete specifications! Mills’ use of the word “oats” and 
|on all types of Fisk truck and bus | its advertising of Cherrioats are 
| tires, tubes, replacement flaps and/contrary to public policy. 
| batteries. As well as asking that General 
| A booklet will also be issued on| Mills be restrained from using the 
|} how to save truck tires, with a com-| name “oats” in connection with any 
plete listing of operating conditions | product other than rolled oats, 
| which affect truck tire mileage as| plaintiffs ask that. General Mills be 
| well as the life of the vehicle, and | enjoined from describing Cherrioats 
| system of preventive maintenance|as being “to all intents and pur- 
|records that have been previously | poses ready-to-eat oats, oatmeal, o1 
| used, |oatmeal cereal and that it possesses 
—— the nutritional value of oats or oat- 
‘Stations, Newspaper meal.” An accounting for profits 


‘ . and damages is also asked. 
Start Joint Series 


| KECA and KFI, Los Angeles, and | 

the Los Angeles Daily News have 
| launched a series of “joint cover- 
|age’’ programs linking the stations ¥ ‘ a 
land the newspaper in presenting U. S. consumer cooperatives will 
|news and public service features. | hold their first national conference 
| The first broadcast and stories|0n “Cooperatives and Postwar Re- 
|under the cooperative arrangement, | Construction” in Washington, D. C. 
| June 28, were devoted to the cam-| late in September. Decision to hold 
paign to sell war bonds and build| the meeting was made by the direc- 
a cruiser “Los Angeles.” tors of the Cooperative League ot! 


the United States at their recent! 

. . uarterly meeting in Chicago. 
Joins McCann-Erickson . Bhs san Mire Oeics: 

Fred H. Gardner, formerly in the | . : : 
merchandising and research depart- Hamilton Joins Sheffield 
ment of Sherman K. Ellis & Co., and Clarence W. Hamilton, formerly 
more recently with Buchanan & Co.| director of advertising of Globe- 
as research manager, ha& joined the | Wernicke Company, Norwood, O. 


research department of McCann-| has joined the Sheffield Corporation 
Erickson, New York. | Dayton, as public relations director 


Consumer Cooperatives 
Make Postwar Plans 


| 
(Naa ~y 
| _& 


“\ there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 

“buy” in Chicago, for — S 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpoper 


| Tae Baansam Company, Nat | Repre : Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
| Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Here's your 
PUBLIC RELATIONS 
OPPORTUNITY 

ready to use 

without delay 


ODT 
AR-TRAVEL 
FILM CAMPAIGN | 


oo 7. ——— = 


“4 _ HELP. THE oe. EFFORT 


“the public is fully informed as to the = * 


a Hiaaee Weracted each meth | 
| qaibliptlrl sic velit tr a”*s 


This ODT War-Travel film campaign consists 
of 26 dynamic, short-length subjects for your 
sponsored presentation on theatre screens 
from coast to coast. Each subject is intro- 
duced by the Office of Defense Transporta- 
tion. In less-than-a-minute playlet form, a con- 
cise war-travel situation unfolds. The narration 
is gripping, pleasing, convincing. It forcefully 
portrays the story by Sight, Sound, Action— 
climaxing strongly on your name and message. 


ae posited of ‘these official ; 
ot ODT War-Travel fms will help con-— - 


Screen Broadcasts can be sponsored nationally, 
sectionally, locally. Particular communities 
and desired theatres in those communities can 
be specified, giving a high degree of flexibility 
to the use of this medium. These films are 
planned for guaranteed release every other 
week, as part of each regular performance 
during the week, in theatres you designate. 
The cost will surprise you! There is no produc- 


The Natuona’ 


923 15TH STREET, N 


np ae a 


© Millions of troops ps 


“UE Yy  Sauanng 


trip rip necessary? 


. OFFICE OF DEFENSE TRANGPORTATION 


FEATURE Your MESSAGE 7 


pi oles Wei-Tievel {iii ‘closes 


tion cost—low distribution rates cover every- 
thing. 


Write today for complete details. Let us 
show you how effectively and inexpensively this 
unique public relations opportunity can be ap- 
plied to your particular needs. Better still, 
wire collect for representative to call. He 
will be glad to show you these films. This cam- 
paign is commissionable to advertising agen- 
cies. 


Nelirnrk of Theale Communication” 


ROAD CAS 


URE ADVERTISING SERVICE CO.. INC., NEW voting LOUISIANA 


Distributors in Southern, Atlantic and New England States 


UNITED FILM SERVICE, INC., KANSAS CITY, MISSOURI 


Distributors in Northern, Mid-Western and Western States 
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The Week in Washington 


Paper Cut, FCC 


Troubles Stay in 
Capitol Spotlight 


Washington, D. C., July 9.—This 
week the capitol spotlight was held 
by the paper situation and by the 
growing troubles of the Federal 
Communications Commission. In 
the House, continued attacks were 
made upon the FCC, the powers be- 
stowed upon it by the Supreme 
Court decision of May 10, and upon 
revelations regarding the conflict 
between FCC and the armed serv- 
ices over control of radio intelli- 
gence. 

FCC Chairman James L. Fly was a 
surprise witness today at the sec- 
ond public kearing of the House 
committee investigating the FCC. 
Mr. Fly, who doubles as chairman 
of the Board of War Communica- 
tions, refused to reveal details of 
the controversy between the board 
and Neville Miller, president of the 
National Association of Broadcast- 


ers. Insisting that he could not do|velt had refused to allow documents 
so because the BWC had so in-| asked for by the committee to be 


structed him, Mr. Fly refused to| presented. 


answer the questions of Eugene L. 


Garey, special counsel, even when 
directed to do so by the committee 
chairman, Eugene Cox of Georgia. 

Fly also refused to reveal circum- | 
stances surrounding a letter by | 
Frank M. Scoop Russell, vice-presi- | 
dent of the National Broadcasting 
Company, which Mr. Garey said 
Fly had referred to the board, or to 
discuss any talks he may have had 
with Mr. Russell regarding an NAB 
board of directors’ meeting in Chi- 
cago last year at which Neville 
Miller was retained by NAB. Ac- 
cording to reports aired at the hear- 
ing it was Mr. Russell’s vote which 
broke a tie and retained Miller. 
The inference of the charges of the 
counsel and of the refusal to pro- 
duce documents relative to Mr. 
Miller by Mr. Fly seemed to be that 
BWC had attempted to influence 
NAB’s decision on retaining its 
president. 

At today’s hearing Mr. Fly de- 
clared he had a confidential letter 
from the joint chiefs of staff “com- 
pletely refuting” the charges made 
by Mr. Garey last week. An odd 
sidelight was the reading of letters 
by Mr. Garey from James Forrestal 
and Robert P. Patterson, respect- 
ively Undersecretaries of Navy and 
War, refusing to permit officers to} 
testify because it would be “incom- 
patible with the public interest” 
and stating that President Roose- 


Sen. Robert Taft of Ohio lashed 


at the Supreme Court ruling of May 
10, saying that it “subjects the radio 
stations of this country to the abso- 
lute and arbitrary rule of the Fed- 
eral Communications Commission.” 

He recommended that Congress 
enact legislation which prescribes 
the powers of the commission, par- 
ticularly those relating to restraints 
on radio. He called attention to the 
White-Wheeler bill, which would 
revamp the FCC, and asked for 
early hearings on it. 

One of the authors of the bill, 
Sen. Burton K. Wheeler of Montana, 
said he agreed with Taft, and an- 
nounced that regulation of broad- 
casting by the commission will get 
a thorough airing when members 
of the Senate return from the sum- 
mer recess. 

In the paper field, the week saw 
the issuance of the amendment to 
L-240 by the WPB, assessing an- 
other 5% reduction in the use of 
newsprint by newspapers. It closely 
followed the lines of the newspaper 
advisory committee’s recommenda- 
tions, and outlined procedures of 
appeal. 


OWI Plots Future 


The Office of War Information was 
studying means by which it could 


'stretch its curtailed budget for do- 


mestic operations, $2,750,000, over 
the job it had to do. A committee 
of*niné newspaper editors was 
named by E. Palmer Hoyt, new do- 
mestic director of OWI, to advise 
and criticize OWI’s domestic work. 


RECORD PAYROLLS! 
250 NEW HOMES! 


Wane 


A GOOD BUY 


i 
; 


opaaaiidl 


DUNLAPS 


Mamas of Hor! rales Wane | Poon 


Sales features of war bonds replace 
those of men's suits in this timely copy, 
one of a series of monthly advertise- 
ments offered dealers by Hart, Schaffner 
& Marx, Chicago. BBDO handles the 


account. 


Suggested economy measures were 
abolition of the field offices (due to 
be accomplished by July 15), elim- 
ination of the publications division, 
elimination of “Victory” bulletins. 
The fund of $50,000 allotted the mo- 
tion picture division would be used 
for liaison with the film industry, it 
was said. The Office of Program 
Coordination, OWI’s advertising 
unit, was understood to have been 
awarded $223,000. 

The Army outlined new proced- 
/ure for the dispersal of industrial 
and other equipment no longer re- 
quired for its use. The simpli-| 
| fied methods make possible fairly 
|speedy return of property for use 
by war industry or by other private 
| purchasers. 

This week Leon Henderson, the 
|ex-boss of OPA, was retained as 
‘economic consultant to The Biow | 
Company, New York agency. Mr. | 
| Henderson, who often vowed his 


a 


$50,000 Cam paign | 
Goes Out After 
‘Slacker Bottles’ 


New York, July 7.—The drive ty 
bring “slacker” bottles out of hiding. 
conducted successfully in Michiga: 
Ohio and Massachusetts, will hit the 
New York area July 12 with large- 
space advertisements in New York 
and New Jersey newspapers under- 
written by beer, soft drink and 
dairy interests. A fund of $50,000 
for paid space has been raised, one- 
half contributed by brewers, and 
one-fourth each by the carbonated 
beverage and dairy interests. The 
group in charge is the New York 
Deposit Bottle Collection Commit- 
tee, which estimates that there are 
45,000,000 re-usable bottles in the 
metropolitan area on which a de- 
posit has been paid and which have 
not been returned. Placing paid 
copy is the Young & Rubicam 
agency, while publicity is being 
handled by Joseph Rogers of the 
Steve Hannagan organization. Back- 
ing the effort are the New York 
State Food Merchants’ Committee, 
the Greater New York Retail 
Grocers’ Conference, and the Wa: 
Production Board. Radio spot an- 
nouncements are being used by 
beer, soft drink and dairy interests. 


Silex Ads Feature 
Postwar Electric 
Steam Iron 


(Picture on Page 1) 


Hartford, Conn., July 7.—The Si- 
lex Company, manufacturer of 
glass coffee makers, is currently 
using 700-line space in newspapers 
to remind consumers that the com- 
pany will resume production of its 
Silex automatic electric steam irons 
when the war ends. Only 7,000 
irons were made by Silex before 
war restrictions ended production. 

Beginning June 20, the campaign 
opened with initial insertion in 
New York Times, followed by the 


sincere regard for advertising in the| Herald Tribune and Hartford Cour- 
days when he was considered one of | ant on successive weeks. The same 


its menaces, apparently meant what! copy appeared in the Wall Street 


ihe said. 


Ask Mail Privileges 


The Post Office Department had a 
sort of sideshow going this week, as 
| five magazines including the time- 
|honored Police Gazette, sought to 
regain their second-class mailing 
privileges which had been cancelled 
on charges of printing obscene 
matter. 

The field offices of the Department 
of Commerce were set to operate for 
another year. All regional offices 
will continue, although services will 
be somewhat curtailed, with the 
status of the economic consultants 
in doubt. The department got $295,- 
000 instead of the $430,000 it asked 
for the offices, and counts it a vic- 
tory since the Bureau 


‘tion completely. 


| Journal July 7 and is scheduled for 
| the Chicago Tribune July 11. In ad- 
dition, a long list of business papers 
is on the schedule, with full pages 
|in Life and The Saturday Evening 
| Post further augmenting the cam- 
|paign. The American Weekly for 
| Sept. 26 will also carry a 700-line 
| insertion. 
| Copy points out that the Silex au- 
tomatic electric steam iron is not an 
| “inventor’s dream,” nor is it an iron 
| developed hastily to meet the tre- 
|mendous potential postwar demand 
| The Silex iron spreads steam hori- 


a while in operation over a 


|wide surface, giving complete pro- 
| tection to fabrics, copy explains. 
| Grey Advertising Agency, New 


| of Budget | York, handles the account. 
once trimmed the offices’ appropria- | 


Renews Insurance Drive 


for 24th Straight Year 
IBM Promotes Three The Canadian Life Insurance 

Roy Stephens, executive assist-| Officers Association has decided to 
ant, and L. H. LaMotte, manager of| renew its educational advertising 
the Washington office, have been} campaign for the 24th consecutive 
elected vice-presidents of Interna-| year. As in previous years, mes- 
tional Business Machines Corpora-| sages sponsored by the life insur- 
tion, New York. John E. Zollinger,| ance companies operating in Canada 
formerly manager of the Cleveland| will be concentrated in newspapers 
| office, has been appointed eastern | MacLaren Advertising Company 
sales manager. | Ltd.. Toronto, is the agency. 


A BOOTH Michigan 


2 ae General Motors’ Flint payrolls are 
; running at the rate of $166,000,000 


a year. Total employment now exceeds 


Flint, one of America’s busiest mar- 
kets, is covered practically home-by- 


7h? 


home by a single newspaper, the Flint 


55,000 and is expected to increase Journal. | 
a another ten to twenty per cent. THE GREATEST SELLING POWER 
ed Post-war automobile production, For further facts, call 1. A. Klein, 3 
Ie oe ipdasinias to Alfred P. Sloan, Jr.. Gen- 50 E. 42nd Street, New York, or John IN THE SOUTH S GREATEST CITY 


E. Lutz, 435 N. Michigan Avenue, 
Chicago. 


eral Motors’ Chairman, who recently 
spoke before the Flint Chamber of 
Commerce, is expected to be fifty per 
cent higher than it was before the war. 


pi, Government - approved housing BoolIH Flint sourne 
Fey projects include 250 new homes and 4 Rapids press saginow New 
200 converted homes. 211 new homes > oi zette * jot 
were built during the last 12 months. Kalamaro® kson citizen Pew 
Jacks icle 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 
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Cocktail Party. . «which conversation will you join? 


ADVERTISING AGE 


You know how it is... first you sample 
the hors d’oeuvres, then you sample 
the people. Automatically you join up 
with those who talk your language, 
your interests, in your way. For even 
your choice of words seems to click. 
“Grass” can mean lawn to you, fodder 
to the farmer. See note on “referents” * 


below. 


But most significant in this party ap- 
praisal is how you accept and respect 
the ideas and opinions of those you 
click with. “He talks my language,” 
is another way of saying, “His ideas 


are good.” 


And it’s the same way with magazines. 


' 


...YOU NOT ONLY GET MORE WAGE EARNER FAMILIES THROUGH TRUE STORY THAN 


Rag 


i 


a 
THROUGH ANY OTHER MAGAZINE, YOU GET ANOTHER big plus 


Wage Earner Influence! 


I’ YOU FEEL, as most business leaders do, 
that wage earner families are going to be 
increasingly important to you, then ponder 
this matter of wage earner influence. Sure, you 
can get coverage of wage earners in lots of 
ways... newspapers, radio, billboards, ete., 
etc. But coverage alone isn’t enough! 

You’ve probably gone out and made cold 
consumer calls yourself. You know what it is 
to get the fish-eye, “Yeah?” And you also have 
met these same people through a mutual 
friend, know how they warm up as real 
folxs, and listen to what you say. 

Magazines do just this kind of job for 
advertisers, because they have this kind of 
close and friendly influence, each with its own 
group of readers. You know this. You've used 
many different magazines for this very reason. 
Our point is that True Story is unique only 
because it does this same magazine job with 
wage earner families. Gives you friend- 
building influence with that big proportion of 


American families comparably reached by no 
other magazine! 

There’s no mysterious technique or psychic 
formula about this...it’s simply True Story’s 
24-year eye-to-eye viewpoint on American 
wage earner thinking and living... what it 
takes to be better off, better looking, better 
fed, better Americans. 

In the first 6 months of this year, 57 national 
advertising campaigns used True Story and no 
other magazine in this field...to reach and 
influence wage earner families. It’s quite an 
impressive list of 57 (yes. it includes Heinz). 
Want to see it? 


*Rererents—psychologists’ five-dollar word for everything 
in a person’s make-up which influences likes, dislikes, and 
opinions. Referents are shaped by background, education, 
environment, parental influence, etc. Because referents differ, 
interests differ. Referents decide what you like to read, what 
other people like to read, what wage earners read. Wage earners 
prefer True Story, read True Story, and heed True Story 
because True Story speaks their language, has 
referents” with wage earners. 


“common , 


prem emcee D'or gn Story 


THE SERVICE MAGAZINE OF THE WAGE EARNER MARKET 
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GIVES YOU THESE EXTRAS 


Most wage earners at least cost 
Highest average ad readership 
Record pass - along 


“TRUE STORY HELPS YOUNG FOLKS TO MEET 
THEIR PROBLEMS STRAIGHT-ON — UNAFRAID,” 
says P. T. A. Mother 


“True Story handles family problems in an understanding way 
not preachy...just sympathetic, with a real lesson in every 


story,” says Mrs. Leonard Netzley, of Azusa, Calif. 


“At tea in my house, after the big Founder's Day program 
of our Parent-Teacher’s Association, we discussed unrest among 
young people in these troubled times. I was pleased to see how 
many 


mothers joined in my opinion that True Story was 


leading the way in giving courage, and hope and truth. 

“My daughter, Leonore, is now married and living on the 
desert. Her husband is in defense work out there and life is 
pretty hard for both of them, I know. That's why I send them 
my copy of True Story every month. I want them to learn how 


to meet their problems straight-on, and unafraid.” 


Let True Story take you into millions of homes like Mrs. Netzley’s 
(and her daughter's). Meet them as friends, tell them about your 


product and your company as friends, with the influence of friends. 


A 


Least duplicated audience 


Moves with the payrolls 


41% higher editorial readership 
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Sears Fall Book 
Stresses Style, 
Adds Book Section 


Chicago, July 8.—Sears, Roebuck 
& Co.’s new fall and winter catalog, 
containing 1,228 pages, compared 
with the 1,302-page book of a year 
ago, has started its trek through 
the mails to the company’s 7,000,000 
customers. 4 

The new catalog places even fur- 
ther emphasis than previous war- 
time editions on style items in wo- 
men’s apparel, and devotes more 
pages to wearables for both men 
and women. Priority and material 
limitations are reflected in curtail- 
ment of space devoted to furniture, 
hardware and farm equipment. 


Sheeting is among the major soft 


goods lines not promoted, and for 
the first time in 57 years watches 
are not listed, although Sears was 
founded as a mail order watch 
business. 

An innovation of the new volume 
is a “People’s Book Club,” similar 
to the Book-of-the-Month Club 
plan, offering popular books at 
$1.66 on a monthly subscription 
basis. The 20 pages devoted to 
books offer a wide variety of titles, 
from reprints to the currently best- 
selling technical education books. 
Dr. George H. Gallup has been re- 
tained to assist Sears’ editorial 
board in making its monthly selec- 
tions through Gallup polls. 

Sears said this “extraordinarily 
significant development in mass dis- 
tribution” was brought about after 
months of planning by the mail 


order house, Simon & Schuster, New 
York book publisher, and Consoli- 
dated Book Publishing Company, 
Chicago, an affiliate of Cuneo Press. 
The three sponsoring companies 
will participate equally in the new 
corporation organized to operate 
the People’s Book Club. 

Four pages in the new Sears’ 
catalog, in full color, present details 
of membership in the club, inviting 
customers to mail in cards of 
enrollment. Subscriptions also will 
be taken directly at catalog order 
desks in local Sears stores and in 
order offices in hundreds of cities 
throughout the country. Individual 
books will not be offered for sale 
through this merchandising system, 
but only on a club membership 
basis. 

According to the announced 
plans, a representative group of the 


club membership will be polled 
each month to determine the “Peo- 
ple’s Choice” and this volume will 
be made available to members. 
Enrollment gifts are offered; like 
the Book-of-the-Month Club, each 
member must accept four books a 
year; and an extra gift book will 
be given with every fourth regular 
selection. 


CHICAGO MAIL ORDER 
ISSUES BIGGEST BOOK 
Chicago, July 8. — Chicago Mail 
Order Company today started dis- 
tribution of 2,000,000 fall and win- 
ter catalogs, the 526-page volume 
comprising the largest in its his- 
tory. Mailings started two weeks 
earlier than customary, outdating 
the regular summer sale book. 
The new catalog carries the pre- 


POTENTIAL CUSTOMERS 
S COUNT MOST IN NEW YORK CITY 


CIR 


~*~, I Seale 
THE DIVIL WITH NEW FANGLED 
MEAT AND POTATO 


THESE ARE NEW YORKERS: 


Over 2,000,000 foreign-born, not to mention their families. 
Tremendous nationality groups . . . the lower East Side, 


“Little Italy", Chinatown, Harlem, etc. . 


in itself. 


All good New Yorkers . . 


eating habits that are 
changed. 


.. each a big city 


. yet still dominated by foreign 
generations old . . . not easily 


In fact, special food brands have been estab- 


lished for their use alone! 


For manufacturers of typically American food brands, these 
New Yorkers are poor prospects. Newspaper circulation 
here is largely non-productivel 


SO ARE THESE: 


Over 300,000 families living in New York City's one-family 
home areas ... the great majority (fortunately for us) being 
located in Queens and Staten Island. 


Typically American families . . . unhampered by nationality 
preferences . . . open to buy any typically American product. 


Moreover, they are the city's great middle-class group . . . 
where ability-to-buy, manner of living, and home environ- 
ment make better-than-average prospects. 


In covering New York City, EXTRA EMPHASIS on these 


New Yorkers pays extra dividends. 


and again. 


It's been proven time 


In New York City, this is balanced spending! 


REACH THEM MOST ECONOMICALLY THROUGH THE USE OF 


NEW YORK CITY'S 


HOME GROUP 


Long Island Baily Press 


Covering the southern half 


Long Island 


Covering the northern half 


of Queens (New York City) 


Star Journal | 


of Queens (New York City) 


Staten Island Advance 


‘ 


_ Covering Staren Island (New York City) 


185,532 


ABC CIRCULATION 


EASY TREATMENT 
F4 


top it off with 
I a tall, cool glass of sparkling 


~ EASTSIDE 
Prat casonareny —s a 


Work in the Victory garden and Eastside 
beer for relaxation combine in a timely 
summer campaign of the Los Angeles 
Brewing Co., now appearing in 75 news- 
papers of southern California. Although 
demand is far ahead of the supply, ¢ 

company intends to maintain its prod- 
uct identity and has not curtailed its 
advertising budget. Lockwood-Shackel- 
ford Advertising Agency, Los Angeles, 

handles the account. 


fix “Alden” to the name “Chicago 
Mail Order Company,” and all cus- 
tomer contacts hereafter will be 
made under that name. The com- 
pany has widely publicized Alden 
as a trade name on its top lines of 
merchandise and its stylist, Jane 
Alden, is a _ recognized fashion 
authority in the field. 

The book depicts a greater num- 
ber of nationally advertised prod- 
ucts than formerly, and makes 
effective use of the company’s own 
advertising appearing in national 
publications. 

Toys and gifts are made a part 
of the general catalog and the com- 
pany announced it will not issue a 
special holiday book. 


Elway Launches Drive 
Elway Food Products Corpora- 
tion, New York, has launched a 
national newspaper campaign using 
200 and 400-line advertisements for 
its Vitamalt beverage, which is 
distributed exclusively by Kraft 
Cheese Company. Hal A. Salzman 
Associates, New York, is the agency. 


Yes, fortunately for someone 
The Mystery Chef can be had 
—on KGO. 


You already kaow the 
records he has been setting 
| around the country, currently 

sponsored on 48 Blue Sta- 
tions—with good success. 
_ Some lucky sponsor is going 
_ to get him on KGO—serving 
the rich San Francisco-Oak- 
land market. See your Blue 
Spot Representative or wire 


us direct for details. 


* + * 
»* 
SAN FRANCISCO: OAKLAND 
ie as 


810 K. Cc. 7500 WATTS 
Blue Network Company, Inc. 
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QUITE A PROBLEM 


, SAS 


Food program threatens to bog down from 
variety of causes, of which « principal one 
is lack of proper farm production buildings. 
L-41 restrictions, WPB red tape on permits 
and bumber shortage are all holding up eveen- 


Let’s Give Food a “Green Light” 


at no time more exeept son-critical masonry, was a few directly at feult in 
Action wooden sash, « door frame or two and real 


tive by the inundation of vast ecreages mounting in all to not 
of prodective farm land this «pring moch over $150. wi 
Many buildings have been destroyed, denied perm: ‘i 
will have to be rebuilt is slone = bece’ he 
a. er, and 


The Biggest War Industry of Today is the Farm 


Protecting and expanding that industry is the job that 
BUILDING SUPPLY NEWS and PRACTICAL BUILDER 


have undertaken, and we’re getting results/ 


Do you know how vital buildings are to food production? 


Do you know how small 


faa a $1000 building is for most farmers? A $5000 barn is not 


a large barn. 


30 hogs need a building 15 x 20 feet; every cow 


i needs some 20 square feet of building space; grain must re 


be stored in many thousands of buildings. We have 400 million laying hens. To 


5 increase this 10° we need 120 million square feet of buildings. There are 
/o. some 45,000,000 buildings on the farm. The roof area of these buildings 


money for building as a city worker. 
BUILDING SUPPLY NEWS 
and PRACTICAL BUILDER 
penetrate more deeply into this 
vast market than any other 


building publications. 


alone is probably twice that of the roof area of all city 


homes. Each farmer spends many times as much 


. “In heaven’s name, let's permit the 
farmer to build up his food factories . . . The 
government not only permits war factories to 
be built—it furnishes the money. The farmer 
asks no more than that the government give 
him permission, readily and quickly, for essen- 
tial building improvements.” 

Backed up by unchallengeable case histories 
from the field, this was the message carried by 
the June issues of PRACTICAL BUILDER and 
BUILDING SUPPLY NEWS to every important 
war official, to 48 governors, to senators and 
congressmen, to 1400 newspapers, to radio sta- 
tions. On no less than three occasions in the 
past two months our editors, in personal Wash- 
ington contacts, drove this story home. 


Result today, the proposed cut in farm build- 
ing has been held back. Result tomorrow, a 
more liberal, realistic attitude toward the im- 
portance of farm buildings in the food program 

.. in the Victory program. 

Again BUILDING SUPPLY NEWS and 
PRACTICAL BUILDER show their leadership. 
This was no mere reporting. It was no accident 
that this program originated in these two pub- 
lications. For years BUILDING SUPPLY 
NEWS and PRACTICAL BUILDER have led 
the building industry in all important develop- 
ments—because we know the building industry 
through having specialized in it exe'usively and 
continuously for over 25 years. 

The farm field is an important part of the 
building market—-farm building problems play 
a big part in our editors’ operations. We have 
the most complete circulation coverage in the 
farm market. It was quite natural that we 
should be on top of it. 

It should be easy to understand, therefore. 
why BUILDING SUPPLY NEWS and PRAC- 
TICAL BUILDER belong in your selling pro- 
gram now —the buying power is there — and 
these publications penetrate more deeply into 
this vast field than any other building magazine. 


Publishers te te Building Industry 
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Postwar Cabinet 
Deal Announced 
in Whitman Ads 


Philadelphia, July 7.—Inviting 
dealers to plan now for postwar 
candy profits, Stephen F. Whitman 
& Son has launched a new campaign 
to sell them on the wisdom of in- 
vesting in up-to-date refrigerated 
candy cabinets to be made available 
after the war. 

Four-color, four-page inserts in 
July issues of Chain Store Age and 
NARD Journal announce the offer 
to candy dealers. Follow-up copy 
will include single pages in black 
and one color in the same publi- 
cations, with the series to continue 
until next summer. 


Plan for Future 


“With an eye to the future, Whit- 
man’s are doing something now 
about your postwar candy business,” 
dealers are told in the initial an- 
nouncement. As soon as wartime 
restrictions are lifted, the manufac- 
turer plans to fill current orders for 
new candy cabinets which “will 
combine all the merchandising de- 
tail that has made the prewar Whit- 
man’s displays produce such sensa- 


| tional sales and profits—plus many 


new features in design, construction 
and display utility.” 

The chocolate manufacturer, 
which recently passed its 100th 
anniversary without fanfare, intro- 
duced its refrigerated cabinets to 
the trade several years ago. Al- 
though metal priorities interfered 
somewhat, the company last year 
stepped up merchandising of the 
units to the retail trade (AA, March 
9, °42). The innovation was adopted 
because, Whitman’s contends, fail- 
ure to do a profitable candy busi- 
ness is largely due to returns and 
lost sales because of stale candy. 
Louis L. MclIlhenney, president of 
the company, says that more than 
1,200 dealers have proved that the 
installation of a modern refrigerator 
will step up candy sales 50 to 350%, 
assuring customers of fresh candy 
and promoting many border-line 
sales. 

The Whitman’s purchase plan 
works this way: The _ estimated 
price of the postwar cabinet is $300 
and the dealer makes a down pay- 
ment of $100, receiving a certificate 
of purchase under which he com- 
pletes the payments in eight 
monthly instalments of $25 each. 
Response to the offer has been 
excellent to date, the company says, 
with hundreds of dealers sending in 
coupons in the ads requesting full 
details of the plan. 

Ward Wheelock Company, Phila- 


delphia, is the agency. 


July 12, 1943 


CIT Trade-in Ads 
Proving Effective 
in Getting Cars 


New York, July 7.—An increase 
of about 50% in sales of passenger 
cars by private owners to automo- 
bile dealers since the institution of 
the postwar trade-in plan an- 
nounced late in May by Universal 
C.1.T. Corporation, subsidiary of 
Commercial Investment Trust (AA, 
May 31) has been reported by 
Arthur O. Dietz, president of the 
latter company. The increase is 


based on records of several dealers 
which have been checked recently. 

The plan was launched by CIT 
in an effort to increase the flow of 


* 
EXTRA 


CASH—PLUS VALUE 
ON POSTWAR PLAN 


idle private cars 
back into dealers’ 
hands so they 
could be sold to 
war workers in 
need of transpor- 
tation facilities. 
Under the plan a 
car Owner may 
sell his car to a 
dealer at a trade- 
in value agreed 
upon, or accept a 
lower cash value. 

If the trade-in 
value is accepted, 
the dealer for- 
wards his check 


STUDEBAKER, WN. Y. 


4 m Wihem Co tne 
i AT S6th ST. 
COlumbus 5-7848 


to CIT for the 


amount agreed upon. The money is! 


held in escrow for the person who 
sold the car to the dealer, and the 
customer is given a certificate which 
entitles him to a preferred position 
on the dealer’s list for a new car 
after the war. The certificate is 
redeemable at any time the cus- 
tomer wishes to obtain the cash 
value. 

The effectiveness of the plan is 
exemplified by one company which 
reported that although it advertised 
extensively for used cars on a 
straight cash basis it was able to 
acquire only 52 cars during May. 
From June 7 to 21, while the com- 
pany was using postwar plan adver- 
tisements under the CIT aegis ex- 
clusively, it was able to acquire 80 
good used cars, a high percentage 
of the customers accepting trade-in 
values for postwar delivery of new 
cars. 

Doremus & Co., 
handles the account. 


STORED CARS MUST 
BE ‘SMOKED OUT’ 

Detroit, July 6.—About a million 
car owners have stored their ve- 
hicles for the duration of the war, 
according to Automotive News, and 
with the stockpile of used cars 
steadily shrinking a transportation 
crisis is probable unless the stored 
vehicles can be “smoked out” for 
sale. 

Viewing the shortage of used cars 
as a problem from both the public 
and dealers’ standpoints, the publi- 
cation points out that sporadic 


New York, 


BUYER 


_|SPACE 


ee ee 


“He’s been like that ever since he started 
picking the newspapers with the biggest 
gains in retail display linage” 


movements of used cars from 
plentiful to a short area have pro- 
vided some relief, but the over-a] 
picture hasn’t changed, and ths 
supply of used cars is_ steadily 
dwindling. 

No new cars have been manufac- 
tured since February, 1942, and ney, 
cars in dealers’ hands are estimate: 
to number no more than 150,000. 


Roscher Heads 
Chicago Post 


Ernest M. Roscher, Chicago man- 
ager, St. Louis Post-Dispatch, wa: 
elected commander of Chicago Post 
170, American Legion, at the annua! 
meeting at the Tavern Club, June 
28. Mr. Roscher succeeds Elmer E. 
Flagler, New York News, who be- 
comes chairman of the board. 

Gerald Wroe, This Week, was 
elected first vice-commander; Otis 
Beeman, Wallace-Ferry-Hanly, sec- 
ond vice-commander; Kenneth Den- 
nett, O’Mara & Ormsbee, third vice- 
commander; Francis J. Crowell, 
George A. McDevitt Company, 
treasurer; Joe Benge, Maxon, Inc., 
assistant treasurer; Ward Webb, 
Diamonex Company, adjutant; Ed- 
ward C. Von Tress, Curtis Publish- 
ing Company, assistant adjutant. 


Receives Citation 


The M. H. Hackett Company, 
New York agency, has received a 
citation from the Treasury Depart- 
ment for service rendered in behalf 
of the war savings program and 
which was prepared by the agency 
in conjunction with a local War 
Loan Committee in charge of the 
New Brunswick, N. J., area. The 
campaign, with its central theme 
“Bonds for the Boys of New Bruns- 
wick,” used’ newspaper and poster 
advertising, supplemented by retail 
tie-ups and a movie trailer, result- 
ing in subscriptions 237% above the 
allotted quota. 


To Edit House Organ 


William C. Lamb, formerly with 
I. W. Clements Company, Philadel- 
phia agency, has joined the adver- 
tising and promotion department of 
Armstrong Cork Company, Lan- 
caster, Pa., where he will assist in 
editing the “CirclAtor,” weekly 
employe newspaper. 


Makes sense, doesn't it? The local retailer is right in town, 
on the spot, in the know. He can pick the paper for tomor- 
row’s advertisement with yesterday's sales figures right in 


front of him. 


Which means that the national adviser who picks The 
Enquirer in Cincinnati is entitled to some back-patting. For 
The Enquirer's the only newspaper in Cincinnati to show 
a gain (and a whopping one) in retail display linage, last 
year. It has the lowest 5000 line milline rate, by the way— 
which entitles you to another pat on the back when you pick 
The Enquirer in Cincinnati. 


Sundoy Enquirer 


CIRCULATION 
1942 vs. 1932 


1932 1942 %, Change 
a 
Afternoon Paper — A 157,307 156,382 ‘ 
er 
Afternoon Paper 8 166,265 154,956 a 
rer 90,938 131,017 iW" 
Daily Enqui aie a * 


174,424 


Daily Enquire, 


Sunday Enquirer 
Afternoon Paper “as 
Afternoon Paper “ge 


Source: Media Records 


RETAIL DISPLay LINAGE 
1942 vs. 194] 


- Gained 53,173 lines 


Gained 209,175 lines 
- Lost 


.. Lost 


609, 108 lines 


425.046 lines 


THE SWING IS TO 


THE CINCINNATI ENQUIRER 


Represented by Paul Block and Associates 


SAYS GOOD MORNING TO ITS READERS AND GOOD BUSINESS TO ITS ADVERTISERS 


THERE'S NOT 
ANOTHER 
LIKE IT! 


€ According to the re- 

cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100% coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 


WTIC. 


500s Teel 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
Corporation 
Member of NBC and New England 
_ Regional Network — 
Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 
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which is global in scope. 


@ Tolls and gates did not build the hard roads of America. It was the 2. Establish cirway reciprocity between 
nations. Mutual use of a nation's terminals, 
facilities and the air above can be controlled, 


automobile . . . exerting the pressure of progress . . . elbowing aside 
that symbol of horse-and-buggy culture, the toll gate. Cars offered while mutual prohibition would 
too much speed and distance in a day’s run to endure stopping at the — 

end of a two-mile stretch for payment of a few pennies’ tax. Planes 


mail, fast freight and passengers. 


and transit tariffs. q We talk eagerly today of the Air Age which will 


follow the war. This Age is coming despite restrictions, over-cautious civilian operations. Particularly the Civil Air 
° ° ws ° ° Regulations will require modernization to 

thinking, timidity, and selfish interests vested in the old order. Then ened tar eldeli taraeend aan 4) eatvete 

it is high time to advance beyond saying how wonderful it will be. aircraft. 

We can be weighing WHAT TO DO—and thinking, arguing, even 5. Regulate domestic carriers to foster their 


pounding the desk about it, if that stage must come first. q Whether 
to seek exclusive control of bases—How to supervise airplane traffic— 


in a unified system of air transport. 


most logical. 


haste. q The day of toll-gate thinking is over. The need is for men 


industries. 


ZIFF-DAVIS PUBLISHING COMPANY 8. Plon ond develop @ nation-wide com- 


mercial cirport system. There is everything 


CHICAGO, ILLINOIS to gain by doing this consciously rather than 
OFFICES: NEW YORK « WASHINGTON « LOS ANGELES « LONDON « TORONTO just letting it happen. 
* 
* FLYING « POPULAR PHOTOGRAPHY -« RADIO NEWS 
A ,) ; ve ' ee) > " 7 3 ; we) ; : 7 : “ ‘ 7 . 
a ~ ere pw ee ty : ; : t J 5 Sete ee ict , ea -" . + a. fie kets eae " oS oh “4 


PROPOSALS 


To Think Through — Now — 
for the Air Age to Come 
1. Restore aviation jurisdiction to Congress. 


Individual States of the Union are units too 
small to wield authority over air commerce, 


3. Permit unimpeded development of do- 
mestic air transport networks of trunk, pick- 


will do the same to nuisance levies like take-off taxes, landing fees up and feeder systems to carry first-class 


4. Simplify existing regulations affecting 


growth, restricted only by the public interest 


6. Recognize First-Class Mail as the exact 
Questions like these could be gravely misjudged if left to settle in type of lading for which air shipment is 


, : . : ; ; 7. Allow for the youth of the aviation in- 
with imagination to do some airplane thinking, right now, in prepa- dustry in levying taxes on “excess” profits. 


e ° Development and research expense ill 
ration for this “‘world of tomorrow.”’ hieteingne sharp caren te Die 
continue high compared to more established 
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Progress of Self-Regulation 


In his recent address at the war | 
conference of the AFA, Chester J.) 
LaRoche, chairman of the War Ad- 
vertising Council, made a stirring 
appeal to advertising to eliminate 
objectionable copy through effec- 
tive organization of advertising 
media. He contended that the field 
is thoroughly capable of self-regu- 
lation, and that media have the fa- 
cilities for the elimination of any 
kind of advertising which is unde- 
sirable from any standpoint. 

Self-regulation has made _ sub- 
stantial progress during the past 
few years. Undoubtedly the great 
powers over advertising now pos- 
sessed by the Federal Trade Com- 
mission have made it necessary for 
advertisers and agencies to be on 
guard against either inadvertent or 


intentional deviations from truth- 
ful copy, and in addition advertis- | 
ing, like all business, is developing a | 
greater sense of social responsibil- | 
ity. Media are likewise doing a 
better job of policing their columns 
and scrutinizing broadcast advertis- 
ing material. 

There are three kinds of adver- 
tising which can be labeled objec- 
tionable. One is advertising of un- 
worthy products. That kind is gen- 
erally taboo. The next is advertis- 
ing of legitimate products which is 
exaggerated, untruthful or mislead- 
ing. Both advertisers and media 
are working for the elimination of 
deliberate misstatements, though 
there is likewise a large body of 
advertising copy in which the nor-| 
mal enthusiasm of the copywriter 
may carry him beyond the justifi- 


be 


able limits of “commercial puffery,”’ 
as defined by the Supreme Court. 

These two classifications can be 
handled effectively by media. The 
third group, however, presents 
more difficulty because it is ques- 
tionable primarily from the stand- 
point of good taste and appropriate- 
ness. We doubt whether media, as 
a class, should attempt in all cases 
to render judgment on whether or 
not advertisers should be permitted 
use of space or time for copy which 
is legitimate as to product and ob- 
jective, but which in the opinion of 
the medium is in poor taste or 
otherwise inappropriate. 

Likewise many advertisers who 
think they are publishing war copy 


of real value to the country might | the 


be told that they could render bet- 
ter service by using informative 
advertising tied directly to the pro- 
motion of official government ob- 
jectives. Yet should a publisher or 


group of media assume the respon- | 


sibility of demanding that the ad- 
vertiser substitute their judgment 
for his own in a matter of such pri- 
mary importance? 

It seems to us rather that educa- 
tion regarding wartime advertising 
objectives should be substituted for 
direct compulsion, and that self- 
regulation should be practiced 
through the efforts of individual 
advertisers and agencies to make 
their advertising most helpful on 
the home front. Regimentation of 


| advertisers by media on such deli- 


cate and debatable subjects would 
far less desirable than effective 
self-regulation by advertisers. 


More Facts for Consumers. 


Along with further develop-| 
ments in descriptive labeling as a 
substitute for mandatory grade la- 


beling imposed by government is 
the necessity of giving consumers 
more facts about how manufactur- 


ers are endeavoring to supply full 
information regarding their prod- 
ucts and how and conserve 
The for official 
establishment grades, to which 
manufacturers required 
most suc- 


to use 
pressure 
of 
would 


them 


be 


to conform, can be met 


cessfully by explaining just how 
advertisers are protecting quality 
and insuring consumer satisfaction 


under the present system of trade- 


marked products, accompanied by 
fully descriptive labe ls 

We have suggested that here is a 
field in which publications and radio 
could perform aé_ public service 
which would benefit both readers 


and listeners and the manufacturers 


whose advertising carry. If 
there is a good for quality 
standards based on brand identifica- 
tion—and there surely is—then the 
advocates of compulsory govern- 
ment grades should be met on their 
own ground through the presenta- 
tion of the facts to the general pub- 
lic. This is a field for legitimate 
editorial activity on the part of 
newspapers, magazines, farm 
pers and radio, and one which 
would be found to have plenty of 
interest for readers and listeners. 
Advertised products on the 
defensive the demand for 
government grades is both specious 
and plausible. It must be answered 
by simple, factual information prov- 
the value 


they 
case 


are 
because 


ing of the service ren- 
ered to the consumer by stand- 
rds of quality established and 
naintained through trade marks 


ind advertising. 


|of this order shall use any greater 


| difference. 


pa- | 


CONSUMER REACTION 


om ANO Now FOR A LITTLE ORAMA FROM REAL 
LIFE. MRS.SMITH IS CALLING ON MRS. STONES. 
LISTEN.” “MY DEAR, HOw DO You KEEP YOuR HANDS 
So SOFT AND LOVELY — So DELICATELY FEminIiné 
ANO | KNOw ‘You WASH DISHES THREE TIMES A CAY AND 
SeRUB FLOORS THE SAME AS! Do. MY HANOS ARC 
FRIGHTFUL — SO ROUGH, CHAPPEO AND CRACKED. 

* DARLING, (M GLAD You ASKED ME. FoR YEARS “1'" 
HANDS WERE SO REPULSIVE MEN USED TS CROSS THE 
STREET Te AVOID SPEAKING To ME. THEN A FRIEND 
TOLD ME ABOUT GLAMOUR GOOP, THE FAMOUS 
HOLLY WooD HAND LOTION. | BOUGHT A BoTTLE ~ THE 
LARGE ECONOMY SIZE BoTTLE —AND ! WAS AMAZED 
AT THE RESULT. FoR THE FIRST TIME IN TEN YEARS MY 
HUSBAND Teck ME Te THE THEATRE AND SUPPER AFTER ~ 
WARDS. You SEE, MYRTLE, GLAMOUR GSO IS A NATURAL. 
SKIN FooD. SUST A FEW APPLICATIONS AND YOUR HANOS 
ACQUIRE A SMOOTH, SATINY TEXTURE — A CAINTY, 
FRAGRANT LOVELINESS THAT MEN ADMIRE? 

“YES, LADIES, MRS. SONES (S RIGHT, AND IF YOU — 


Ad-libbing 


Language Simplification | 2. Business is restricted from 
Readers of this column who have | moving into new areas or communi- 
not yet learned never to read it two/| ties. Under the previous order new 
weeks in succession will recall Dean| premises might have been used, 
Gildersleeve’s suggestion that what! provided that total floor space uti- 
the country needs is more people| lized did not exceed the amount 
who can write understandable Eng- | used on the date of the freeze. Now 
lish. The good dean would be | this can no longer be done. 
greatly pleased, ADVERTISING AGE’s|_ . 
Ottawa correspondent says, by Kissing the Other Cheek 
Order No. 284 of the Canadian War- M. L. Sharp, retail advertising 
time Prices and Trade Board, which; manager of the Journal, Portland, 
is an experiment, and a very suc-| Ore., thinks this full-page advertise- 
cessful one, in this field. |ment of Meier & Frank Company, 

In explaining the purpose of the 
order, which is an amendment to 
order dealing with the com-| 
mencement, acquisition and expan- | 
sion of businesses, Order No. 284) 
says clearly: “In administering the | 
original order over the past 
months certain difficulties have | 
arisen and some changes appear | 
necessary. It is possible, moreover, | 
to simplify the form of the order.” | 

Under “Use of premises for the} 
purposes of a Business,” the original 
order began: 

“Except upon obtaining a permit| 
from the Director of Licensing and 
in accordance with the terms and 
conditions of such permit, no manu- 
facturer, wholesaler, retailer or} 
operator of a service business carry- 
ing on business on the effective date | 


| 
| 
| 
| 


se 
SIX | 


amount of floor space for the pur- 
pose of his business than the 
amount of floor space used for such 
purposes on such effective date; 
provided that...” 

The new order discusses “Use of 
business premises” in this manner: 


Portland retailer, 
who can say it isn’t? 


is unusual, and 
Without the 
inducement of a special occasion, 
Meier & Frank pays good money to 
tell what a wonderful job newspap- 
ers and radio are doing in the war 


“If you carried on business on , 
. é ‘ effort, complete with a backdrop of 
Nov. 2, 1942, you must not use any pant : a : : 
‘ *“ |newspaper and radio illustrations. | 
greater amount of floor space for 


Sweetness and light may be sissy 
things, but a lot of people still ap- 
preciate them. 


the purpose of your business than 
the amount of floor space used for 
business purposes on Nov. 2, 1942, | 
unless you first obtain a permit 
from the Director of Licensing, but 
if you had a seasonal business or 
stored seasonal goods... .” 

That gives you an idea of the 
The new order has been 
stripped of all legal hodgepodge, 
but in spite of this the officials who 
prepared it are certain that it can 
stand up in any court of law. 


Jottings 

Need some talent on your radio 
show? J. C. Hall, manager, Good- 
year Happy-Go Boys, Radio Musi- 
cians, Elkmont, Ala., writes us: 
Please advise if you have any 
clients who kneed a radio entertain- 


on some station. Please advise.” . . 
Braniff Airways is the latest 


Important new changes in the| organization doing its bit to help 
order, aside from the language, are | civilians identify the military. It 
two: has issued a decoration and service 

1. Every branch or outlet of a| ribbon booklet, showing the various 
business which comes under the| ribbons worn by members of the | 
regulations is now treated.as a/armed services, in full color. An 
separate business. Thus, while a|explanation of the circumstances 


clothing house which had sold only 
men’s clothing in one outlet and 


under which each is awarded is also 
included. . . 


only women’s clothing in another Buchanan - Thomas Advertising 
might have expanded its lines in| Company, Omaha, Neb., handles ad- 


both outlets under the original reg-| vertising for Dr. 
ulations, this can no longer be done. ! Daughters. 


Daniel Brooks 3 
Comment reserved... 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national) 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2197. As Hooper Sees It in 
Oklahoma City. 

Station WKY has issued this smal! 
accordian fold booklet, which gives 
some highlights from the fall-win- 
ter report of radio listening in Okla- 
homa City as measured by C. EF. 
Hooper, Inc., covering the five 
months from October, 1942 through 
February, 1943. 


No. 2198. You Never Earned Your 
Groceries Easier. 

The Rio Grande Valley Group 
pays off to readers of this booklet— 
334 words, reading pay, 22 potatoes 
—provided the reader votes “yes” 
or “no” when he’s digested the facts. 
The booklet tells the market story 
of “Valley City’—the lower Rio 
Grande Valley region of over 100,- 
000 population—which, it holds, is 
identical in pattern to any similar 
metropolitan city, because it js 
served by common utilities, retail 
outlets and newspapers. 


No. 2199. Iowa Farm Dealers’ 
Survey. 

Station WHO has issued this re- 
port of a survey made among feed, 
grain and hatchery dealers of Iowa 
showing advertising preferences. 
Recipients of the survey cards an- 
swered the question, ‘“‘Which state- 
wide advertising medium helps to 
sell the most goods for you?” 


No. 2200. The Philadelphia 60- 
County Market. 

The Philadelphia Inquirer has is- 
sued this folder, which describes 
its market area—the leading cities 
and their population, some of the 
important manufacturers, and their 
products. A Sunday coverage map 
is included, with information about 
the various types of printing avail- 
able in the Sunday edition, rates 
and mechanical requirements. 


No. 2153. Survey on 
Soups and Foods. 
The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non-users and typical comments 
showing consumer attitudes. 
No. 2184. Postwar Housing Survey. 
What price range, what kind of 
house, and what about prefabrica- 
tion are some of the questions 
answered in this report of a survey 
made by Parents’ Magazine among 
architects, builders, contractors and 


Dehydrated 


| building supply dealers. 


ing group to handle an advertisment 


/No. 2116. 


A Few Minutes with the 
Editor. 


The Saturday Evening Post has 
issued this progress report, which 
gives in detail the findings on in- 
creased readership resulting from 
the changes effected by the Post’s 
new editor. Starting with photo- 
graphs of the editor and his staff 
at work, the brochure outlines the 
editorial philosophy behind the new 
Post and records the progress in 
carrying out the changes. 


No. 2186. Our Stake 
Peace Conferences. 
This is one of Business Week’s 
series of reports to executives, 
which is reprinted from the publi- 
cation’s May 22 issue. It sets forth 
facts, figures, problems and pro- 
posals that establish a basis for 
postwar planning on an interna- 


in the Pre- 


| tional scale. 
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Drug Topics 


The National Newspaper For D, Druggists 


Adopts Every Other Week 
Publication Schedule For 


PAPER CONSERVATION 


edly, with government paper conservation 

regulations—faced at the same time with 
the strongest and most insistent demand for ad- 
vertising space we have ever experienced— 
DRUG TOPICS is, today, compelled to make a 
drastic and far-reaching change in its publish- 
ing procedure. 


| eens to couperate, fully and wholeheart- 


Three solutions to our paper saving problem 
were possible: 


1. We could cut circulation sharply. 

2. We could trim the size of DRUG TOPICS 
considerably. 

3. We could change DRUG TOPICS from a 
weekly to an every other week newspaper 
for the period of the emergency. 


To cut circulation—to abandon the zealously 
maintained DRUG TOPICS policy of reaching 
every druggist with every issue—was an alterna- 
tive inconceivable to us—a proposal which would 
mean that some news-hungry druggists would 
be arbitrarily barred from their best source of 
vital information—a plan that would mean that 
advertisers would not be given complete trade 
coverage. This scheme was barely considered 
and immediately rejected. 


To trim the size of DRUG TOPICS drastically 
was a plan equally distasteful for, just as cutting 
circulation would mean less than complete cov- 
erage of the trade, so would a change in format 
and the elimination of high speed newspaper 
printing mean an editorial compromise with the 
DRUG TOPICS policy of giving to its readers 
complete news coverage, rapidly delivered. No, 


making a magazine-type book out of the drug 
trade newspaper which all druggists so hungrily 
read in order to be completely informed as to 
Washington regulations and business news, just 
wouldn’t do. 


So, in the end, we came, reluctantly but unani- 
mously, to the decision which this message an- 
nounces—the decision to publish DRUG TOPICS 
with all of its popular features intact—with 
Washington and business news fully covered, 
every other week, through the emergency, in- 
stead of every week. 


There will, naturally, be less DRUG TOPICS ad- 
vertising space available hereafter but DRUG 
TOPICS pledges the fairest and most equitable 
rationing of available space on the basis of pri- 
ority of order. There will be some position ad- 
justments which will have to be made, but 
DRUG TOPICS anticipates the fullest coopera- 
tion from its advertisers, many of whom have 
long been forced to struggle with comparable 
rationing problems in the handling of their own 
businesses and will, we are sure, be most under- 
standing. 


To all DRUG TOPICS advertisers and to all 
DRUG TOPICS readers we make this announce- 
ment most reluctantly but with the firm con- 
viction that we are acting in the way best calcu- 
lated to protect the interests of those whose 
good will has enabled DRUG TOPICS to live long 
and prosper. And, to the announcement we add 
only our promise that the publication of DRUG 
TOPICS as a weekly will be resumed just as soon 
as the necessary supplies of paper become avail- 
able. 


DRUG TOPICS 


330 West 42nd St., New York City 18 


DRUG TOPICS 
PUBLICATION 
SCHEDULE FOR 
1943 


yew 


JULY 12 OCTOBER 4 
JULY 26 OCTOBER 18 
AUGUST 9 NOVEMBER 1 


AUGUST 23 
SEPTEMBER 6 
SEPTEMBER 20 
DECEMBER 27 


NOVEMBER 15 
NOVEMBER 29 
DECEMBER 13 
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ODT, Railroads 
Seek Way to Curb 
Rush of Travel 


Campaign by Roads 
Depends on Location, 
Individual Needs 


Washington, D. C., July 7.—The 
Office of Defense Transportation is 
being subjected to stringent de-| 
mands for some system to control 
the flow of railroad travel. In a 
year of extremely heavy passenger 
loads, railroads and government) 
alike are beginning to eye possible | 
schemes which would reduce the 
load which the roads must carry. | 

Before the swiftly-moving back- | 
ground of a great war, the railroads | 
are doing one of the greatest trans- 
port jobs of history. In addition to 
regular troop travel, which con- | 
sists of regularly scheduled troop 
trains, the railroads must cope with 
thousands of war-born excursions. 

Many of these have direct rela- 
tionship to the war: the mother who | 
travels to an Army camp to see a 
son who may shortly be sent over- 
seas; the business man headed 


|in advance. 


TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES — 


$[509 5 venr 
SUBSCRIPTION 


82'4% RENEWALS 


A POWERFUL 
GUARANTEED 
CIRCULATION 
WITH HIGH PASS-ON 
READERSHIP 
THAT JUSTIFIES 
YOUR FULL 
ADVERTISING 
CONSIDERATION 


Write today for more detailed 
information and sample copies. 


TRAFFIC 
® WORLD ® 


420 SO. MARKET ST. 


CHICAGO. ILL. 


'.o another plant to aid in unraveling 


grimly for Washington, intending to 
make some sort of workable patiern 
from the latest government reguia- 
Lion; the war worker woo has ieft 
nis tamily behind to take a job in a 
crowded industrial area, and who is 
headed home for a brief furlough 
from the _ production lines; the 
soldier on leave; the government 
official on a tour of inspection; the 
production ‘expediter,”’ on the move 


some manufacturing knot. 

The troop trains are no great 
worry to the ODT or to the rail-| 
roads, because their assemblage, 
route and schedule are planned well 
Beyond creating tem- 
porary shortages in Pullman cars, 
they have become routine. It is the 
other classifications of travel which 
jar the precision clockwork of the 
railroads, 

This summer the railroads face a! 


mas, 
railroads simultaneousiy 
advertising copy, hammering home 
the terse phrase: “Don’t Travel!” 

It was tremendously successful; 
almost too successful—for some 
lines candidly reported that for the 
first Yuletide in years some of their 
cars ran only partially full. 

But it was a concentrated, short- 
term campaign, one designed to get 
definite resuiis for a short period. 
The probicm facing the railroads 
and the ODT now is nowhere near 
as simple. 


Vacation Held Important 


In the first place, both the War | that 


Manpower Commission and ODT 
are in agreement about the essential 
character of vacations for 


week, and (b) to make short trips 
to nearby vacation grounds. 

In the second place, no one has 
yet been so hardheartedly pragmatic 
as to rule out travel for furloughs 
or for visits to men at camps. 

Finally, the passenger problem of 
the railroads is by no means a con- 
stant one; it has its peaks and 
valleys—and they are not the same 
for the roads involved. 

So last May, when ODT officials 
met with railway passenger agents 
to discuss what should be done 
about vacation travel, they found 
railroads along both coasts 


| were feeling the drain terrifically, 
| but that many 
war|space available, and that national 


inland roads had 


workers. The abandonment of vaca-| discouragement of travel was not 


tions is not being 


considered, | practicable. 


July 12, 1943 


Many plans for the control of 
railroad travel have been advanced 
both in industry and government 
but none has so far been adopted 
The big stumbling block: the per- 
sonnel involved. 

Rationing travel, or putting it on 
priority, is vastly different from the 
rationing of staple—and stable— 
commodities. Travel is fluid; the 
train which arrives with people 
standing in the aisles at Omaha may 
pull out with empty seats in some 
cars. 

Nor can the priority system which 
governs airline transportation be 
invoked, because of the magnitude 
of the railroad system in compari- 
son. Remember the hundreds of 
items of rolling stock which form 
the rail carriers, compared with the 
all-time high of 360 air liners in 
operation before the war. 

But any system would demand a 
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vast army of people to police it, to 
rule on applications, to decide which 
trip was the more important. ODT 
has neither the budget nor the per- 
onnel for the job; the railroads are 
hit by the manpower shortage to 
the extent of using female brake- 
nen, and it is not likely that a 
ufficient number of workers could 
be found. 


Application Suggested 


One system has been advanced 
oy the industry. It requires that 
before a ticket is issued, the trav- 
eler must fill out an application 
blank. This blank would ask a 
number of questions about the trip, 
including what bearing it had on 
the winning of the war. 

The ingenuity of government 
agencies at devising blanks, which 
at times rises to heights of sheer 
Machievellian diabolism in entwin- 


ing the unwary in its toils, is 
expected to discourage many a 
traveler from making the trip. 

In transportation as in many 
other phases of the war effort, 
things seem due to get worse for 
civilians before they get better. If 
by happy chance, railroads are able 
to get through the summer months, 
some observers predict that the fall 
peak, which begins after Labor Day, 
will bring restrictions. 

Bus lines, too, are feeling the 
strain of wartime travel. On the 
West Coast, where booming war 
industry centers and a concentration 
of military establishments have 
placed travel space at a premium, 
Pacific Greyhound Lines have been 
warning in advertisements that non- 
essential travel should be foresworn. 

Individual railroads, according to 
their passenger loads, are eyeing 
advertising programs designed to 


keep travel down; regional and na- 
tional associations are also consid- 
ering some such promotion. The 
Office of Defense Transportation, 
which is getting most of the de- 
mands for such action, is marking 
time. In the past, ODT has moved 
only with the advice and concur- 
rence of the industries whom its 
regulations affected; until the rail- 
roads have a united opinion, observ- 
ers think ODT action is unlikely. 


A. W. Stowe Establishes 
West Coast Agency 


Arthur W. Stowe, who formerly 
operated Stowe-A-Gram Produc- 
tions, Inc., Chicago, has established 


the Coast Western Advertising 
Agency, with offices at 815 W. Pico 
Blvd., Los Angeles. A _ staff to 


| handle all media is maintained. 


showed us how 
to make our garden 
last all year.” 


“Like lots of other American housewives, I 
thought that canning was the only way to 
spread our garden surplus over the winter 
months. Now, thanks to Better Homes & Gar- 
dens, 1 know that pickling, brining, drying 
and proper storage of vegetables are just 
as important as canning—in stretching our 


food garden. 


There's nothing complicated about them 
either—if you read Better Homes & Gardens. 


and follow the text. 


“Better Homes & Gardens 


Its how-to-do-it editorials illustrate and 
describe every step. All I have to do to 
get perfect results is to look at the pictures 


Better Homes & Gar- 


dens is my guide for building up a reserve 
supply of fruits and vegetables for my family. 
“Next winter we'll have better balanced, 


more nourishing and bigger meals—thanks 


to Better Homes & Gardens.” 


6é 
e 


family living problems. 


America’s 


Family-Service 


_. thanks to 


, Better Homes & Gardens” 


You'll hear that statement made by home-loving 
Americans wherever you go. For today Better 
Homes & Gardens is considered the family-service 
magazine that is helping them most in the adjust- 
ment of their family life to wartime living. To its 
readers it has become an intimate adviser on 


In everything that affects home living today— 
meal planning, home maintenance, gardening, 
home furnishing, child care, canning and pre- 
serving—Better Homes & Gardens, with its 
broadly-planned, far-sighted editing is regarded 
as the friendly authority. No wonder its reader 


intensity has increased 24%. 


Home 


Better Homes G&G Gardens 


Magazine 


Ad Series Is 
Investment in 
South, Road Says 


Washington, D. C., July 7.—In 
times when copy themes are difficult 
—and sometimes dangerous—the 
Southern Railway System takes a 
long-range view of its advertising 
and finds it, in a booklet just issued, 
“an investment in postwar  pros- 
perity for the South.” 

The railroad last September in- 
augurated an advertising program 
designed to record publicly its faith 
in the territory it has served for 
more than 50 years. The advertis- 
ing—many examples of which are 
reproduced in the booklet—is now 
appearing in 406 Southern news- 
papers, in eight national business 
publications and in 14 farm papers. 

“In these advertisements, the 
Southern is continuously telling the 
inspiring story of the Southland’s 
tremendous contribution to the war 
effort, its amazing industrial, com- 
mercial and agricultural growth, its 
progressiveness, its wealth of nat- 
ural resources, intelligent workers 
and dependable, economic trans- 
portation and its bright future in 
the new world which will begin 
with victory,” the foreword ex- 
plains. 

“The telling of this story to a 
total audience of 11,000,000 people 
every month represents, we sin- 


cerely believe, a substantial invest- 
ment in postwar prosperity for the 
territory we serve.” 

The booklet reproduces outstand- 
ing examples of the campaign in 
various media, with the final ex- 
amples devoted to “the boss’’—the 
fighting forces whose needs now 
have first call on all available rail- 
road passenger equipment. 


MISSOURI PACIFIC 
EXPLAINS PROBLEMS 
St. Louis, July 7.—To tell the 


' . . 
| story of its wartime passenger serv- 


ice problems, the Missouri Pacific 


| Lines is using 728-line copy in 600 


daily and weekly newspapers in all 


| cities and towns it serves. 
Wartime travel conditions on pas- | 


| senger trains are likened in a recent 
asenecensior to the situation which 


would confront a householder who 
might suddenly be called upon to 
| play host to all his friends at one 
|time. With an appropriate cartoon 
illustration, the copy asks: “What 
if all your friends called on you at 
the same time? There’d be chairs 
and beds for some of them all right, 
but the rest wouldn't find things 


very comfortable — and neither 
would you. Meal times, too—what 
with rationing—would bring an- 


other big headache. All in all, it 
would be an embarrassing situation 
for you.” 

Most patrons, the railroad con- 
tinues, “are mighty nice about it, 
though,” knowing that shortages, 
crowds and delays are inevitable 
| these days. 


Southeast Roads’ 
Copy Coordinated 


The coordination of newspaper 
advertising in the southeastern ter- 
ritory by the southeastern railroads 
became effective July 1, under a 
plan similar to that adopted by the 
Eastern Association of Railroads. 
Each road retains full autonomy 
over its copy, but schedules are ar- 
ranged to avoid a “bunching” of 
copy. The same slogan as used by 
the eastern and western roads is 
being featured—‘One of America’s 
Railroads—All United for Victory.” 

Roads not now sponsoring regular 
institutional campaigns are urged to 
do so by the committee on public 
relations of the Southeastern Presi- 
dents’ Conference, of which Hol- 
combe Parkes, assistant to the presi- 
dent of the Southern Railway 
| System, is chairman, Other commit- 
| tee members are: C. M. Crowson, 
| assistant to the president of Illinois 
Central; J. J. Elder, executive as- 
| sistant, Louisville & Nashville; and 
|J. D. McCartney, assistant to the 
trustee of the Central. of Georgia. 


Hershfield to Fairchild 
Harry A. Hershfield Jr., formerly 
public relations director of the 
Lycoming division of the Aviation 
Corporation, New York, has been 
appointed public relations director 
for the Ranger Aircraft Engines 
| division of Fairchild Engine & Air- 
plane Corporation, New York. 
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INDIANA 


Just One Paper—They say: “South 
Bend is a one paper town,” but this 
is only part of the story, for South 
Bend and Mishawaka are rated by the 
A.B.C. as a single city zone. 


Just One Paper — The circulation 
of the South Bend Tribune in this city 


zone is 43,521 or 12] per cent coverage of the homes 


in South Bend and Mishawaka. 


Just One Paper — Coverage is more than complete 


in this inviting home market, where the buying power 
in 1942 was $147,970,000. There’s important money 


going out every pay day in South Bend and Mishawaka Be 


more all the time. 


The Tribune has 80.000 circulation in the entire South s ae 


Bend Area. This is the largest circulation in Northern 
the largest from 


Indiana and Southern Michigan 
Indianapolis to Grand Repids. 


The latest A.B.C. figures about the Tribune circula- 


tion are ready 
attention 


= 


3 The South Hend Tribune 


your! mquiry will receive immediate 
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| employes, families and guests at | technical skill and experience would 
be valuable to the government in 


McCarthy Heads 
AFA 4th District 


A recent “convention by mail” ot 
the Fourth District, Advertisin, 
Federation of America, resulted in 
the following new officers for the 
district: Governor: R. E. McCar- 
thy, McCarthy Advertising Agency, 
: Tampa, Fla.; vice-governor: R. D. 
i iy Peterson, Independent, St. Peters- 
a burg, Fla.; secretary: Joe Orthner, 
PB; Ace Letter Service, Miami; treas- 
urer: Stephen H. Fifield, Barnett 
National Bank, Jacksonville. 


Federal Elects Ormiston 

MacGregor Ormiston, vice-presi- 
dent, Federal Advertising Agency, 
New York, has been elected to the 
board of directors. 


BOOKLET MAILED TO 
PRECUTIVES ON REQUEST 


WILLIAM BALSAM 
Mdecrlisin 


540 N. MICHIGAN - CHICAGO - WHITEHALL 7819 


Some weeks ago there was a big 
food campaign in the making, tied 
up with the slogan “Food Fights for 
Freedom,” and a consumer pledge. 
(Coincidentally, OPA was the first 
to use the slogan, and the pledge 
idea was very close to the one being 
used by OPA in its new home front 
drive (AA, July 5), but OPA was 
to have little part in the food cam- 
paign, and was specifically included 
out at a meeting between the food 
industry, the Office of War Infor- 


mation and the Department of 
Agriculture. This food campaign 
was to provide the information 


backdrop for everything done in the 
way of food information, and it 
carried the stamp of approval of 
Chester Davis, then War Food Ad- 
ministrator. But, just when the 
campaign was about to be launched, 
Mr. Davis and the administration 
came to the parting of the ways. 
Right now, the campaign is father- 
less. Since it slid quickly over such 
key administration points as price 
ceilings, rationing, rollbacks and 
subsidies, there’s a suspicion that 
Marvin Jones won’t be entranced 
by it. But the situation may come 
out in big black headlines, because 


Donald Montgomery, who used to 
be an outspoken critic of the food 
industry when he was consumers’ 
counsel of the Department of Agri- 
culture, has a copy of the program, 
along with an indiscreet fact sheet 
which likewise dodged the unpleas- 
ant issues of rationing, ceilings and 
rollbacks. Mr. Montgomery, now 
unfettered by government connec- 
tions and affiliated with the opulent 
and battle-loving United Automo- 
bile Workers, may elect to blow the 
lid off. If he does, names familiar 
in the advertising business will be 
bandied about. 


x 


Advertising interests which 
couldn’t get excited about the con- 
sumer movement a few years ago, 
and which were under the mistaken 
notion that they could kill it off by 
yelling “Communist,” are suddenly 
realizing that it’s more potent than 
ever, and that grade labeling is its 
spearhead. Watch for _ intensive 
activity along this line on the part 
of organized advertising groups, 
including media groups. 

* as a 


There’ll be enough ration points, 
after all, for the usual number of 


| 
| 
| 


a - . 
Private Lines ‘the? Onaway, Mich. ‘summer camp 


gating charges that the camp was 
overstocked with points, OPA Ad- 
ministrator Prentiss Brown an- 
nounced last week that the camp 
had sought no special treatment; 
that a clerical error by the ration 
board gave the camp more points 
than it was entitled to—but that 
they were returned unused; that 
the food stocks were clearly and 
properly declared; and that purpose 
of the 10-year-old camp was fully 
explained in a letter to the board 
officials. It comes under the same 
classification as a boarding house, 
the OPA said, and can have enough 
food points to feed 50 people a day 
during July and August. 
cd 8 ak 

Don’t take too much stock in re- 
ports that FCC boss James L. Fly is 
slated for a federal judge’s post. 
Sources close to Fly say that he’s 
had far better offers, and not in the 
government field. Be sure, these 
sources say, that Fly will stay close 
to radio—if not to the FCC. 

2k Ba te 


One of the things which probably 
has deterred Prentiss Brown from 
making Lou Maxon senior deputy 
and boss of the OPA is the faculty 
of the adman for leaving Washing- 
ton. Even OPA men on Maxon’s 
side in the intra-agency squabble 
complain that he’s never around for 


consultation. 
* 4 wh 


| Hohman, 


Options on two sections of land | 
near Lebanon, O., have been taken | 


such a project. 
* 

There’s nothing more uncertain 
than government. Only a few weeks 
ago government departments wer: 
lifting their skirts daintily to make 
sure they had no taint of the Office 
of Price Administration, reputedly 
on the skids. But when the prun- 
ing knife of an aroused Congress 
swept, lo! the OPA did pretty well. 
So well, in fact, that it probably 
has the only thing remotely resem- 
bling a decent field setup. Now 
there are plenty of agencies which 
could use a field staff, and think 
they need a field staff, and they’re 
beating a path to OPA’s door. And 
campaigns, which had been pre- 
pared so that no hint of the nasty 
OPA would be present, are being 
revised. 


Ad Exhibit Continues 

The war advertising exhibit, 
shown at the Advertising Federa- 
tion of America convention in New 
York June 28-30, will be on display 
in the Ben Franklin Hall of the Ad- 
vertising Club of New York until 
July 23, excluding Saturdays and 
Sundays. 


Joins Lezius-Hiles 

L. Gerard West, formerly pro- 
duction manager for Beaumont & 
Chicago, has _ joined 
Lezius-Hiles Company, Cleveland, 
as production manager in the crea- 


in what is believed to be the first| tive printing department. 


step in construction of a powerful 


| shortwave radio station to be oper- 


ated under government supervision 
by the Crosley Radio Corporation, 
Cincinnati. 


KLRA Increases Power 
Station KLRA, Little Rock, Ark., 


Uncle Sam may use the| CBS affiliate, is now operating with 


station to send news, information| 10,000 watts daytime power and 


and anti-Axis propaganda to for- 


| eign countries throughout the world. 


|} new 


5,000 watts nighttime power on its 
frequency of 1010 kilocycles. 


| Crosley’s engineering staff has done | The station formerly operated with 
extensive experimental work in the! 5,000 watts power day and night on 
field during recent years and its! 1420 kilocycles. 


EYE’ CATCHERS 


“My son and I,’ says a 
California ‘S farmer, hear your 


Farmers Digest Program every 
A 


: ~ fay + Nae 
morning ( from the givin 
uy 


end of a cow. 4g joe 
program of its kind... keep it up.’ 


It’s the best 


Letters \#ts) like this are typical 
of the friendly response to KPO's 
Farmers Digest. If you have something 


to tell (or sell) farm families 


in the wealthiest* farm area in the U.S. 


get the facts...and youll be on 


* 7 of the 10 top farm counties 
in the U.S. are served by KPO 
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“reve found my heart at the Esquire canteen” 


* We're sure every doughboy will know what we 
mean. For in this example of a current series ap- 
pearing in Esquire under the generic title of **THE 
ESQUIRE CANTEEN” you see how Broadway gets 
around to the boys, all over the world, whose Uncle's 
business keeps them from getting around to Broad- 
way. In these full-page, full-color and full-blooded 
photographs by the famous Anton Bruehl, places 
like the Copacabana are served up on the basis of a 
sort of global road-show, to appear at simultaneous 
command performances for soldiers stationed in the 
jungles of the Solomons, ski troops in the white 


peaks of Alaska, or sailors manning submarines sev- 


onMe . 
nA 


eral leagues under almost anywhere. Now from 
where you sit, snug at home, the importance of such 
picture’ as this may well seem to be somewhat less 
than wprid-shaking. But the thing to remember is 
that it}s just as important to let soldiers get their 
minds ff the war as it is for us here at home to keep 
our mihds on it. The men in the armed forces have 
such direct and intimate contact with the war that 
they reJish every opportunity to think of something 
else. And when that opportunity occurs, the two 
things |that soldiers traditionally talk about and 
think 


»0ut are girls and home. Their favorite read- 


ing mafter is a letter from home. Their favorite pic- 


tures are pictures of girls. ® And that’s why Esquire, 
as a favored magazine of fighting men, is duly mind- 
ful of the obligation to keep its pages replete with 
their favorite pictures. Granted, there are more im- 
portant functions of supply, in the grim business of 
total war, than that. But any commander of troops 
will tell you that’s important, too. For troop morale 
is directly affected by happily relieving the tedium of 
the off-duty time, the “dreary doubtful waiting 
hours before the brazen frenzy starts.”” And the boys 
themselves assure us that Esquire does that to per- 
fection. Doubtless, that’s the biggest reason why it 


is now seen and read by 34% of them regularly. 


A FAVORED MAGAZINE OF FIGHTING MEN 
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July 12, 1943 


FCC, Cox Group 
Continue Trading 
Blows Over Probe 


Congress Is Asked - 
Again to Pass New 
Law for Radio 


Washington, D. C., July 6.—The 
running battle between Congress 
and the Federal Communications 
Commission continued this week, 
with both sides getting in heavy 
salvos. 

For the FCC, as usual, James 
Lawrence Fly did the talking. Mr. 
Fly said the FCC has been helpful 
to the select committee investi- 
gating the FCC, and that it intends 
to continue being helpful. He 
added that he hoped the committee 
would get its work done “so we can 
get back to the war.” 

On the other hand, Mr. Fly re- 
vealed for the first time an ex- 
change of letters which forms the 
basis of one of FCC’s charges 
against the Cox committee, that its 
hearings are not impartial, that 
they are not conducted with scrupu- 
lous regard to the rights of the wit- 
nesses appearing before it. 

Among these communications 
were a letter from Mr. Fly to Con- 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
WhHiltehall 5355 


aa 
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gressman Cox, written April 15, 
requesting a transcript of testimony 
before the committee by Donald 
Flamm and Nicholas F. Cureton, 
the latter an FCC employee; a let- 
ter from Eugene L. Garey, special 
counsel for the committee, written 
on April 19, denying the request 
because “to grant your request at 
this time would be incompatible 
with the public intent”; a letter 
from Mr. Fly to all members of the 
committee, again asking for a 
transcript of testimony, and assert- 
ing that other examinations had 
been made; and another letter from 
Mr. Garey denying Mr. 
quest because “the position that the 
committee heretofore adhered to is 
sustained.” 


Asks Pointed Questions 


Accordingly, Mr. Fly revealed he 
had sent a letter to the committee, 
asking the following questions: 

1. Has the committee already con- 
cluded that it will make findings as set 
forth in its counsel’s formal and broadly 
publicized statement? 

2. Does the committee have an open 
mind on these matters, and if so may 
we have a public statement to that ef- 


fect? 

3. Did the committee authorize the 
publication of those conclusions of its 
Wall Street counsel? 


4. Is this committee going to continue 
to permit such conclusions to be broad- 
cast without giving the commission an 
opportunity for a hearing? 

5. Is the committee now going to ad- 
journ for the summer without giving the 
commission an opportunity for a hear- 


ing on the publicly announced conclu- 
sions? 

6. Will the committee now give to the 
commission whatever notice it is pos- | 
sible to afford it as to when hearings 
may be expected to be held and as to 
when individual commissioners or staff 


members may be 
for testimony? 

7. Is the committee 
the services of 
Wall Street? 

8. Is the committee going to continue 
to permit lawyers to issue subpoenas re- 
quiring appearances before themselves? 

9. Is the committee going to permit 
its Wall Street lawyers to purport to 
put witnesses under oath? 

10. Is the committee going to continue 
to permit this sort of “testimony” be- 
hind closed doors, in private offices and 


expected to be called 


going to continue 
dollar-a-year men on 


hotel rooms with the commission ex- 
cluded? 
11. Is the committee going to continue 


the practice of refusing to permit the 


Fly’s re-| 


|of the committee, Mr. 


| 

commission to purchase copies of the | 
transcripts of such testimony? } 
12. In view of repeated statements | 
that the investigation is to be a con-| 
structive one, is the committee going to 
afford the commission any form of hear- 
ing procedure by permitting its counsel 
to bring matters to the attention of the 
committee: (a) in connection with 
statements by committee counsel; (b) 
in relation to the introduction of docu- 
ments by committee counsel, or (c) in 
the giving of testimony by witnesses 
called by committee counsel without 
threats of being ejected by the police, 
and by permitting reasonable cross ex- 
amination of such witnesses to ensure 
against further falsehood and distortion. 


Cox Denies Charges 


While Mr. Fly was engaged in 
| flinging the gauntlet into the teeth 
Cox was 
unlimbering his verbal artillery. 

Commenting on a charge by the 
FCC chieftain that the investiga- 
tion was for the purpose of destroy- 
ing the commission, Mr. Cox re-| 
called the testimony of Army and 
Navy officers introduced at the pub- 
lic hearing and said: 

“Even Mr. Fly owes a service to 
the nation rather than the disserv- 
ice of trying to destroy the confi- 
dence of the soldier in his com- 


manders by charging them with 
conspiring to destroy the FCC. 
This. commission is made up of 


seven members and several hun- 
dred employes that many of our 
citizens could better serve our 
country ... by carrying guns... If 
the first public hearing of the select 
committee has thrown Mr. Fly into 
such a state of hysterical wrath, 
then what will be his condition 
after this inquiry has really gotten 
under way?” 


Answers Ready—Fly 


Yesterday at his press conference 
Mr. Fly said the FCC had answers 
for all the charges leveled at it. He 
said that the commission had 
worked in harmony with the Army. 
An alert reporter promptly asked: 
“You omit the Navy si 

“That’s right,” said Mr. Fly. 

In the background, other forces 
were moving in on FCC. In the 
House last Saturday, Dewey Short, 
Missouri Republican, attacked Mr. 
Fly and the commission. Basing 
his remarks on the May 10 decision 


of the Supreme Court, which upheld 


CAPT. BEN DIX, NEW HERO 


Large insertions in Sunday comic sections will be launched by Bendix Aviation 
Corp. July 25, introducing Capt. Ben Dix, a marine flying ace, who, in each epi- 
sode, meets and overcomes the enemy. Through the captain's exploits the youth 
of the nation is counted upon to pick up considerable knowledge about his trusty 


plane, its engine and accessories. A box in each strip will give a complete de- 

scription of some vital part of the airplane supplied by Bendix. The series will 

appear on alternate Sundays in newspapers throughout the country. Lennen & 
Mitchell, New York, is the agency. 


the FCC’s network broadcasting 
rules, Mr. Short called for restric- 
tive legislation over FCC, legisla- 
tion to prescribe the commission’s 
powers, to make certain that no 
interference with program content 
would be permitted. 

He included two letters, one from 


America. 


feud was far from over. 


the joint chiefs of staff of the Army| representing a radio station 
and Navy requesting the transfer of | Albany, Ga. This charge, made by 
radio intelligence and related activ-| FCC more than a year ago, has 


ities from FCC to the military 
services, and another, similar in 
content, from Secretaries Henry L. 
Stimson and Frank Knox. 

But Mr. Fly, ignoring for a mo- 
ment his foes in the services and in 
Congress, went in swinging for the 
enemy in industry. He has re- 
peatedly referred to Mr. Garey as 
a “Wall Street lawyer,” a phrase 
which carries the same deprecatory 
ring as does “college professor” or 
“theorist” in other circles. At his 
press conference he charged a 
connection between Mr. Garey and 
the “radio monopoly,” an obvious 


Justice. 


Horchler Named V. P. 


Aeronautical 


the council. 
merly on the staff of Aviation, 


obsolete. 


The vitamin content of new products, the enrichment or fortification 
of old products: these are problems toward which you should be making 
a contribution. 


For instance, 


what we 


Distilled Vitamin A Esters* 


data up to the minute 


believe 


Precisely how 
well do you know 
your vitamins ? 


ly you work on food and drug advertising, you’d better have your vitamin 


Have your facts straight. 


to be the finest vitamin 


is the name. 


and yesterday's data is likely to be hopelessly 


Vitamin A. Get and study and pass along the facts about 
A concentrate available. 


This concentrate of vitamin A 


vacuum, a process which gives the resulting concentrate several unique 


advantages. 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested. 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


in the natural Ester form is produced by molecular distillation in high 


Write for our new illustrated brochure 


or pharmaceuticals. 


, “The Story of Vitamin A Esters.” 


Get complete information and performance data for your technical men. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patens. 


755 KIDGE ROAD WEST, ROCHESTER, NEW YORK 


. KODAK CO. 
ed BASEMAN, en Aan: mec a 


thrust at the Radio Corporation of 


It seemed clear that the Fly-Cex 
Mean- 
time, Washington newspapers con- 
tinued to study the ugliest factor 
in the squabble, the charge that 
Rep. Cox had received a fee for 


been lying dormant for that time 
in the halls of the Department of 


Bennett H. Horchler, manager of 
Engineering Review, 
published by the Institute of the 
Aeronautical Sciences, New York, 
has been elected executive vice- 
president, succeeding Maj. Lester D. 
Gardner, who becomes chairman of 
Russell F. Rogers, for- 
has 
been named to succeed Mr. Horchler. 
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PHOTOGRAPHY BY 
A. GEORGE MILLER 


No Tattle Tale Gray Here 


When we applied our photo-engraving knowledge to offset printing, we were 
determined to overcome its familiar grayed-out appearance. 

A certain type of negative was worked out by our halftone photographers— 
one that was sure to hold the basic values of the copy. Months were taken 
to check the proper graining of zinc to accommodate such a negative. Even the 
ink laboratories were asked to assist in the undertaking. 

The results have been amazing. People who have seen it say it took 
C. M. & H. to break down the old offset weakness. 

We have been so pleased with our process we have christened it Veritone.* You'll 


hear more of it later. If you’re in a hurry, call or write us and we'll hop right over. 


C M & Hi Offset Printing Co. 


DIVISION OF COLLINS, MILLER & HUTCHINGS + PHOTO-ENGRAVERS 
207 NORTH MICHIGAN AVENUE ¢ CHICAGO 


* Registered Trade Name of C.M. & H. Offset 
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ADVERTISING AGE 


July 12, 1943 


Ad Writers Are. 
in Tough Spot, 
Pegler Discovers 


New York, July 6.—The plight of 
the advertising copywriter in war- 
time should be more clear to the 
average consumer this week, thanks 
to another word merchant, West- 
brook Pegler, who gives this “high- 
strung, temperamental specialist of 
our professional elite” the benefit 
of an entire treatise. 

The writer of advertisements “is 
currently suffering a spiritual strain 
too ghastly for human endurance,” 
Pegler observes in his daily syndi- 
cated column which appeared in the 
July 1 New York World-Telegram 
and other newspapers throughout 
the country. Pegler’s brother, Jack 
Pegler, a copywriter in the New 
York office of Foote, Cone & Beld- 
ing, might have tipped off the col- 
umnist to his timely topic, although 
Pegler names no names in the fra- 
ternity. 

Recounting how nine admen in 
one building in the heart of the 
advertising region had been driven 
to desperation in a single week, 
Pegler says one who decided to end 
it all left an unfinished page of 
copy and a farewell note. 

“The advertising copy concerned | 
one of our best railroads, noted for | 
its deluxe trains, the brass grill, | 
tailboards on the observation cars| 
and the suavity and grace of its| 
dining-car service,’ he continues. 
“The victim had been schooled for | 
years to entice the public to ride | 


these trains and had developed a 
succulent style of which he was| 
extremely proud and yet, of late, | 
has been under orders to reiterate | 
his old familiar seductions but} 
nevertheless to keep the customers | 
off this line. 

“It was this that got him finally. 
The first few times he got by with 
small intimations that, after all, the 
railroads nowadays were carrying 
a heavy extra burden of military 
traffic, in view of which it might be 


- National Representatives: — 
SPOT SALES, INC. 


eg 
‘zs 


wise and patriotic of civilians not 
to travel unnecessarily. Although, 
of course, one did owe it to one’s 
self to visit the old folks whenever 
possible, and to get away from it 
all in order to come back refreshed 
from the grim task of winning the 
war on the home front. 

“But these had not been suffi- 
ciently persuasive and so, in his last 
page of copy, he had written, ‘We 
have a wonderful railroad, but keep 
off, and this means you!’ The fare- 
well note said merely that some- 
thing had snapped within him, and 
asked Bruce Barton to forgive his 
heresy.” 

Similar perplexities, Pegler adds, 
confront the writers of advertise- 
ments for busy hotels and resorts, 
laundry chains, grocery chain stores 
and restaurants. Of the grocery 
store account, Pegler writes that 


the adman involved “is going 
around lurching into walls and fall- 
ing over wastebaskets. His latest 
copy read: ‘So you think you are 
going to walk into our stores and 
carry off our groceries, do you? 
Well, just who the hell do you think 
you are. Our premises are guarded 
by armed officers who shoot to 
oo lag 

Pegler sums up this strange world 
of paradoxes and superlatives in 
reverse with this observation: “It 
is like asking a sheep dog to kill 
the ewes. Some would rather die 
and the rest will never be the 
same.” 


KXOK Appoints Blair 

John Blair & Co. has been ap- 
pointed national representative of 
Station KXOK, St. Louis. 


] onisen | Increases 
Budget for Fall 
Sweater Promotion 


Portland, Ore., July 7.—With war 
booming the sweater trade, Jantzen 
Knitting Mills has increased its 
budget for fall and winter adver- 
tising to tell consumers about a 50% 
increase in production and_ the 
heavy wool content of the new 
sweaters. 

Full pages are to be used in Col- 
lier’s, Esquire, Glamour and Made- 
moiselle, including both color and 
black and white advertisements. 
For the retail trade Jantzen mes- 
sages will be carried in Men’s Ap- 
parel Reporter, Men’s Wear and 
Women’s Wear Daily. Space units 


in the consumer publications are 
larger than previously, and Collier’; 
and Glamour are new to the Jantzen 
list. 

Going into its sixth year of sweat- 
er advertising, the company plans 
to feature Jantzen “originals” and 
new wool winter sports sweaters 
While producing 50% more than 
during 1942, it is using less linen 
yarn than in the past and more than 
90% of the fall and winter line is 
pure wool. 

Botsford, Constantine & Gardner 
handles the account. 


White Joins R&R 


John D. M. White, for many years 
with the Detroit Free Press, has 
joined Ruthrauff & Ryan, Detroit, 
where he will work on the Chrysler 
Corporation account. 


HERE'S ONE EDITORIAL FEATURE of The Iron Age you can understand, 


appreciate, and enjoy without being a metalworking man yourself. For—un- 


like our right-down-to-the-machine technical articles, our metal-slant Wash- 


ington news, and all the other specialized features—what "Van" says has 


universal appeal for thinking executives. That includes you. 


Pittsburgh's Ad Council Bulletin, announcing a coming address by Mr. Van 


Deventer, called his page "a weekly treat eagerly anticipated by industrial 


advertising men everywhere.’ Good reading for you . 


.. but business-wise, 


it's more than that: it's solid editorial matter that attracts readers to your 


advertising message. 
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ADVERTISING AGE 


Standard Brands 
Drive Supports 


‘Bread Is Basic’ 


New York, July 6.—Standard 
Brands, Inc., has launched a new 
and greatly expanded campaign on 
behalf of bread, using Sunday 
newspapers, magazines and trade 
papers. Theme of the campaign is 
an extension of the “Bread Is Basic” 
copy used previously with empha- 
sis on the government-encouraged 
theme: “Start With Bread.” The 
campaign is designed to help bakers 
sell more bread and appears over 
the signature of Fleischmann’s 
yeast for bakers. 
: ” Copy is appearing in The Ameri- 
can Weekly, Life, Look and other 


large-circulation publications, and 
in half and third-page ads in the 
comic sections of the Metropolitan 
Group of Sunday newspapers. A list 
of trade papers will also be used, 
and in addition bakers will be urged 
to tie in with the campaign in their 
own advertising and promotion. 

Joseph A. Lee, vice-president of 
Standard Brands, points out that 
the campaign will have even greater 
point than its predecessors in view 
of the current enrichment of all 
white bread and the greater de- 
pendence on its use caused by 
shortages and rationing in other 
foods. 


Joins Hirshon-Gartield 

Beverly Clarke has joined the art 
staff of Hirshon-Garfield, Inc., New 
York. 


NBC Starts Drive 


National Biscuit Company, New 
York, launched a new campaign 
July 5 to promote Nabisco graham 
crackers on women’s pages of more 
than 500 newspapers. Copy, sched- 
uled for weekly insertions during 
July, features photographs of chil- 
dren dressed as Waacs, Waves and 
air raid wardens, and stresses the 
nutritional value of the product. 
McCann-Erickson, New York, is the 
agency. 


Sante Appoints Salzman 

Sante Chemical Company, New 
York, has appointed Hal A. Salz- 
man Associates, New York, to 
handle an extensive schedule in- 
cluding radio and newspapers, to 
promote Sul-Ray, colloidal sulphur 
mineral bath product. 


|Goodrich Rdovts 
Competitive Copy 


for Silvertowns 


Akron, O., July 6.—B. F. Good- 
| rich Company swung over to a com- 
petitive appeal on its Silvertown 
tires last week, offering autoists the 
synthetic rubber variety as the 
“only synthetic tire backed by 80,- 
000,000-mile road test.” 

Although stocks naturally are 
limited, the company makes a frank 
bid to B and C ration book holders 
who can qualify for essential driv- 
ing to apply for Ameripol Silver- 
towns when they buy new tires. 
The advertisement, of 1,500 and 
1,000 lines, appeared in 100 news- 
papers in principal cities through- 


DID YOU SEE WHAT “VAN” 
SAYS THIS WEEK? 
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MAYBE SO, BUT “VAN” SAYS... 
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WE WANT THEM ALL TO SEE 
WHAT “VAN” SAYS... 


A Le 
y Be 


what’\|\N says. 


Will his formula help you 
influence the Key Men of 
American Metalworking ? 


YOU'RE FAMILIAR WITH THE PROBLEM. You know very well that 
no single advertisement you prepare can possibly attract the interested 
attention of all the readers of the publication in which it appears. If you 
can fashion your copy to catch as much as 50% of the potential, you can 
go ask for a raise any time . . . and get it. 

It’s the same way on the editorial side; normally we depend on variety 
to get and hold them a//. But the editorial page of John H. Van Deventer 
is the glorious exception to all such rules of thumb. 

Some 100,000 key executives of American metalworking—busy men— 
read The Iron Age. Of these, 92,000 regularly turn to see what “Van" says. 
That’s 92% ... can you top that? Probably not .. . but perhaps you can 
approach it. Let’s see what does the trick: 

Van is our president and editor. Discussing current pressing industrial 
problems, he draws upon a rich background of firsthand knowledge of his 
subjects. His phenomenal record of sustained reader interest can be accred- 
ited in part to his uncanny ability to diagnose the industry's ills and his 
know-how for prescribing cures. Then, too, he has courage, and a highly 
developed gift of expression. 

And don’t forget this element in analyzing his sway over the minds of 
key metalworking men: he says what he has to say consistently, every week, 
in the publication that blankets the policy-forming executives, engineers, 
and production men of America’s biggest industry. 

There’s a sure-fire formula for success in advertising to this market: 
draw on your first-hand knowledge . . . select the problems of the industry 
that can be solved by your materials, equipment, or supplies . . . prescribe 
your cure with courage and good expression, consistently, in the advertis- 
ing pages of The Iron Age. 


If you're right . . . if you’re sound . . . your product can’t fail to pass 
muster with the men who say yes or no in the endless court-martial of brand 
names . . . now in war, later (perhaps sooner than we expect) in peace. 


A Chilton @ Publication 
100 East 42nd Street, New York 17, N. Y. 
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| COMPETITIVE 
| B. F. Goodrich Dealers and Silvertown Stores offer the 


ONLY SYNTHETIC TIRE 
BACKED BY 80000000 
MILE ROAD TEST 


Three youre age car cumers started (he grentent -omd (oot 


SLT vce § LIMITED STOCKS 
That's why poo con have the ctment contdrers our all 
guste tov of tang te 196) Amerpal Seto 


BEGoodrich $ Stores and 
Stocks may be limited, but B. F. Good- 
rich Co. is going to see that motorists 
know all about its road-tested synthetic 
rubber tire, the Ameripol Silvertown. 
This copy broke recently in 100 news- 

papers. 


out the country. The copy, a single- 
shot affair, asks motorists who 
qualify to see their Goodrich deal- 
ers or go to a Silvertown store. 


Success Attributed to Users 


Three years ago, the company 
says, car owners started “the great- 
est road test in history, driving 
| thousands of Silvertowns made with 
Ameripol.” The copy adds: “That’s 
why you can have the utmost con- 
fidence in our all-synthetic tire of 
today — the 1943 Ameripol Silver- 
town.” 

Batten, Barton, Durstine & Os- 
born, New York, is the Goodrich 
agency. 

Firestone Tire & Rubber Com- 
pany last week told eligible buyers 
that they can now purchase the first 
|“*tire of tomorrow.” Although not 
|}so competitive in tone, the new 
Firestone copy in newspapers makes 
a strong appeal with the announce- 
;}ment that “the world-famous Fire- 
|stone deluxe champion tire is now 
being made with Firestone buta- 
| prene—the marvelous new synthetic 
rubber” (AA, June 28). 


Gross Refail Sales 
$232,426.41 


As reported by the Tax 
Commission of the State of 
Washington, gross retail 
sales in Tacoma and Pierce 
County were $232,426,477 
for 1942—over TWICE that 
of the state’s third county 
(Spokane). Department of 
Commerce figures show Ta- 
coma's 1942 GAIN in retail 
sales to be 16% —as against 
a 4% gain for Spokane, 
third city in this classifica- 
tion. 


ne 


Tacoma 
| Washington 


Lorenzen G Thompson. Inc 
National Representatives 
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July 12, 1943 


Ask Advertising Cut 

The Washington Evening Star has 
announced that because of reduc- 
tions in newsprint it has been com- 
pelled to ask advertisers to reduce 
their normal advertising in the Star 
5% during July. Further, Help 
Wanted advertising will be limited 
to a width of one column after 
July 1. 


Slaybaugh Joins Morse 
Chester C. Slaybaugh, for 
past three years time buyer in the 


New York office of Batten, Barton, | 


Durstine & Osborn, has _ joined 
Morse International, New York, in 
a similar capacity. 


“Ever since WFDF Flint Mich- 
igan announced the gasoline ban, 
the Smiths’ family car has re- 
sponded nobly on ice water.” 


the | 


‘Better Car Care’ 
ls New Standard 
Oil Copy Theme 


Increases Ad Fund 
for Industrial and 
Farm Publications 


Chicago, July 7.—Stepping up its 
total expenditures on the industrial 
|and farm fronts, Standard Oil Com- 
|pany of Indiana this 
nounced an extensive summer and 
early fall advertising campaign fea- 
| turing better car care. 

Although newspapers in its 13- 
state Midwestern marketing area 
will carry the major load, Standard 
| has increased its schedule in indus- 
| trial and fleet publications. Busi- 
| ness paper advertising for industrial 
prow fleet fuels and_ lubricants, 
|asphalt and specialty products such 
as candles and sprays is to appear 
in 49 publications. For industrial 
customers, the company also is 
printing 25,000 calendars in color 
picturing the part petroleum prod- 
ucts play in war plants. 

The company will use larger ad- 
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STANDARD 
SERVICE 


Standard Oil Co. of Indiana is opening 

@ new summer and fall campaign with 

this 1,120-line advertisement in Mid- 

western newspapers, emphasizing dealer 
service for wartime cars. 


*. 
vertisements or more insertions in 
many of the farm papers on its list, 


including 26 national and state pub- 
lications. Farm radio broadcasts, 
featuring for the second successive 
year the awarding of war bonds to 
farmers for outstanding agricul- 
tural achievements, are to be heard 
over 105 radio stations six days a 
week on a six-month campaign, and 
a new 66-page farm handbook, 
“Dawn to Dusk,” is being distrib- 
uted to farmers by local Standard 
agents. 


Looking to Future 


Company officials said Standard 
intends to use “during these trying 
times” a volume of advertising 
commensurate with its volume of 
sales, “to help maintain a strong 
position with motorists, industrial- 
ists, fleet owners and _ farmers 
against the day when an oil com- 
pany will have more of everything 
to sell.” While the over-all adver- 
tising expenditure for 1943 is 
slightly less than for last year, the 
reduction is mostly in such items as 
overhead, maps, signs, etc., rather 
than in publications, radio and 
other major media, 

Standard’s newspaper advertising 
is scheduled for a total of 1,736 
papers, including 532 dailies and 
1,204 weekly publications. The new 
theme of “better car care” will dra- 
matize the quality and expertness 
of car maintenance service at Stan- 
dard Oil dealer stations. 
tions will show dealers’ “trained 
hands that work for victory,” and 
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Suh Superia basect Spray 


Merits of Bovinol stock spray produced 
by Standard Oil Co. of Indiana are hu- 
morously illustrated in this new adver- 
tisement, scheduled for farm papers. 


the importance of dependable trans- 


portation for war workers also will 
be pointed out. One advertisement 
will be devoted exclusively to the 
3rd war loan drive, while war bonds 
will be plugged in every other 
advertisement. 

Supplementing the campaign will 
be curb signs, window stickers and 
dealer handout cards. Point of sale 
advertising at stations includes a 
car record book distributed by deal- 
ers. Outdoor advertising in the 
form of 24-sheet posters is not in- 
cluded in the new drive, but signs 
used by 15,000 dealer service sta- 
tions and 6,000 tank trucks, as well 
as 4,000 highway approach signs, 
are being maintained in serviceable 
condition. No additional maps or 
signs are contemplated, the present 
supply of both being adequate, it 
was said. 

Direct mail advertising will be 
concentrated on specialty products. 
Sales promotion material includes 
the publications, “Standard Service 
News,” “Standard Truck Service 
News” and “Standard Car Service 
Bulletin.” 

Wesley I. Nunn is advertising 
manager of the company. McCann- 
Erickson, Chicago, handles the ac- 
count. 


B. C. Corrigan Named 
KOWH Manager 


Bernard C. Corrigan, with the 
Omaha World-Herald’s advertising 
department for 17 years, has been 
appointed manager of the newspa- 
per’s radio station KOWH. He suc- 
ceeds Frank Shopen, who has been 
given a leave of absence for special 
radio work in connection with the 
war effort with the field engineer- 
ing force of Western Electric’s radio 
division. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


xk *& THE & * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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S-Lb. Paper 
Used Successfully 
by Esquire, Inc. 


Chicago, July 7.—One of the most 
spectacular accomplishments thus 
far recorded by a publisher in 
meeting wartime problems based on 
curtailment of paper consumption 
has been achieved by Esquire, Inc., 
which has successfully developed a 
lightweight paper for use in Esquire 
and Coronet magazines. 

The new sheet, made to Esquire 
specifications after months of ex- 
periment, has a basis weight of only 
25 pounds as compared with the 
50-pound weight which had been 
employed previously. The new 
sheet has been used in printing cer- 
tain forms, both in color and in 
black and white, in all copies of 
Esquire, and the results have been 
very satisfactory. 

The new paper is a ground wood 
sheet, with excellent opacity and 
ink absorption qualities, and print- 
ing results, in spite of numerous 
mechanical difficulties, have been 
entirely satisfactory. There is some 
increase in spoilage, presses have to 
be run somewhat slower, and bind- 
ing is more difficult, but most of 
these problems have been solved to 
the satisfaction of the publisher. 


Will Start Trend, Prediction 


All of Coronet is printed on the 
lightweight paper. The sheet is 
used for both letterpress and grav- 
ure printing, but offset paper of the 
usual weight has been used as here- 
tofore for that type of reproduction. 

John Smart, vice-president in 
charge of manufacturing for Es- 
quire, Inc., predicted that as a 
result of experience in the use of 
lightweight stock because of war- 
time ‘emergencies, many publica- 


tions will continue to use it even 
after the restrictions have been 
withdrawn. 


“Publishers tend to follow prece- 
dent,” he said. “For that reason 
there has been less study of the 
possibilities of using lightweight 
paper than the importance of the 
subject justified. While light papers 
have been used successfully in the 
printing of catalogs, Bibles and 
various reference books, magazines 
have tended to adhere to the use of 
heavier stock. 


Further Progress Seen 


“Now that we have discovered 
that a lightweight paper can be 
made which will give all the print- 
ing qualities desired by either read- 
ers or advertisers, we believe that 
further progress will be made in 
this direction. Two mills are mak- 
ing our sheet, and while paper 
manufacturers have not heretofore 
encouraged development of light- 
weight paper, we are confident that 
the technical problems involved can 
be solved if paper manufacturers, 
publishers and printers work to- 
gether in finding the answers. 

“The use of lighter paper may 
have some important effects on 
magazine publishing in the future. 
In view of the economies which it 


represents, both in production and 
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transportation costs, it should be 
possible to give the reader more 
for his money in terms of the num- 
ber of pages in a single issue. Like- 
wise, a lighter magazine is easier to 
handle and has other conveniences 
from the standpoint of the reader.” 

Mr. Smart said that the publica- 
tions of Esquire, Inc., use “perfect” 
binding. This binding uses no wire 
staples but instead uses glue and 
super cloth to do the actual binding, 
and special care in handling light 
papers is needed with this type of 
binding. Because of a. slightly 
slower production rate, the closing 
date of Esquire has been moved up 
two days. 


KARM Appoints Petry 
Station KARM, Fresno, Cal., has 

appointed Edward Petry & Co. as its 

national sales representative. 


RCA Research ; 
‘Streamlines’ 
Distribution 


New York, July 6.—Rapid expan- 
sion of new markets and substantial 
reductions in consumer prices are 
the postwar promise of a new way 
of applying scientific research to 
the complex problems of commer- 
cial distribution, the Radio Corpora- 
tion of America revealed last week 
on the basis of two years of experi- 
mental study. 

Because it creates the possibility 
of increased peacetime industrial 
production and employment, this 
development is regarded by RCA as 
highly important in its postwar 
planning, according to David Sar- 


noff, president, in announcing the 
formation by RCA Victor Division 
in Chicago of a new department, 
Commercial Research. It operates 
under the supervision of Vance C. 
Woodcox, RCA Victor regional di- 
rector, with E. W. Butler as depart- 
ment manager. 


List Accomplishments 


Accomplishments of Commercial 
Research to date include: 

1. Completion of nearly 40 re- 
search projects related to distribu- 
tion, resulting in the accumulation 
of concrete evidence that distribu- 
tion’s complex problem can be sim- 
plified and its high costs substan- 
tially reduced. 

2. Development of new methods 
and practices in both wholesale and 
retail distribution, tested and prov- 
‘ed as to their efficiency and effec- 


tiveness. 

3. Installation in Chicago of a 
completely new system of wholesale 
distribution for one of RCA Victor’s 
phonograph records, which achieves 
major economies in work, time and 
costs. 

4. Preparation of plans for pass- 
ing on the results of Commercial 
Research to RCA Victor’s independ- 
ent wholesale and retail dealers, 
who may adopt them completely or 
use them as standards against 
which to check their own individual 
methods. 

The new methods of “streamlin- 
ing” distribution in relation to RCA 
Victor’s numerous products are be- 
lieved to be significant, according to 
Mr. Sarnoff, because they are large- 
ly fundamental and, therefore, 
adaptable to other lines of mer- 
chandise. 


According to the Hooper Con- 
tinuing Measurement of Redio 
Listening. Sunday daytime. 
Winter and Spring 1942-1943. 
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ADVERTISING AGE 


Takes Quick Action 


To 


the Editor: Anent 
“Hotels Face Grave Problems” 
story, Page 1, June 28 issue of! 


ADVERTISING AGE, you may be inter- | 
ested in the action taken by Day- 
tona Beach which encountered the | 
same problem several weeks before | 
it burst with equal surprise on| 
Miami. 

Daytona Beach is fortunate in hav- 
ing an exceedingly live wire named | 
J. Saxton Lloyd, a highly successful | 
automobile dealer, as chairman of | 
its Chamber of Commerce adv ertis- | 
ing committee, and a similarly alert. 


Chamber of Commerce secretary, | 
Russell Dymond. 
When the Waacs suddenly re-| 


leased a flock of hoteis they had| 
been occupying, Daytona Beach had | 
a moment of panic, but under the 
guidance of the two named above 
quickly decided to do something | 
and do it now. The problem was 
tossed in our lap and within four} 
days copy was ready. Within a few | 
days more the intelligent Daytona) 
Beach city fathers had made a spe-| 
cial appropriation and the copy be- 
gan to appear in southern news-| 
papers. The campaign started about | 
June 1, will continue until late in| 
July ... and it’s getting exceed- 
ingly satisfactory results already. 
HUNTER LYNDE, 
Vice-president, Associated Ad- | 
vertising Agency, Jacksonville, | 
Fla. 
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Permission Is Granted 


To the Editor: In connection with 
a bulletin that we are contemplating 
issuing to our dealer organization, 
we are interested in the article en- 
titled, “Appliance and Radio Dealers 
Hang On For Postwar Boom,” ap- 
pearing in the June 21 issue of Ap- 
VERTISING AGE. 

We might like to reproduce the 
chart entitled, “What Is Happening 


to Electric Appliance Dealers,” and 
quote from the article. 
We should appreciate your per- 


mission to use this material. 
H. L. Rornu, 
Director of Sales Promotion and 
Advertising, Dictograph Sales 
Corporation, New York. 


No Patronage Needed, 
Armed Services Say 


To the Editor: It seems te me 
that some few issues ago, your pub-| 
lication carried an article on Army 
and Navy publications. 


| 
| 
your i 


If I am correct, the article stated 
that both Army and Navy officials 
disclaimed any such publications as 
being official organs of the branches 
of the service. 

Could you let me know whether 
or not this article did run in your)! 
publication and, if it did, send me a 
tear sheet of it? Your help will be| 
very greatly appreciated. 

Tod Reed, 
Ruthrauff & Ryan, Detroit. 

{Editor’s Note: The War Depart- 

ment in May (AA, May 24) offi- 


| your indictment of Reader’s Digest | 


vertiser but rather because 
| great deal of very effective work on 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
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DAYTONA BEACH Flouda 


Daytona Beach rushed into print with 

the good word when hotel space sud- 

denly became available and will con- 

tinue its campaign in southern news- 
papers throughout July. 


cially disclaimed solicitation of ad- 
vertising by publications specializ- 
ing in news of Army matters. War 
Department officials said that ap- 
proval has not been given for ad- 
vertising solicitation by any publi- 
cation and that “reputable military 
journals recognize the necessity for 
this policy and scrupulously re- 
spect it.” 

The Navy expressed itself in sim- 
ilar terms some time ago and both 
major services suggested that the 
buyer of space inquire of the local 
Better Business Bureau when any 
question arises about patronage on 
behalf of any of the services. ] 


wae 
Suggests Place for the 


Small Business Man 

To the Editor: The enclosed, from 
the New York Times of July 4, im- 
presses one as being cut out for 
some “great minds run in the same 

” file. 

For years I’ve urged that agencies 
hire midget copywriters, at midget | 
desks, in midget offices, for small 
accounts. The savings, man, the 
savings! And this is war! 

RALPH BENNETT, 

McCann - Erickson, Inc., New 

York. 


Must Clean Own House 


To the Editor: Having just read | 


in your issue of July 5, I feel that} 
you are just as guilty of unfairness | 
to that publication, as you believe it | 
to be to advertising. 

Admitting that national advertis- 
ing especially has improved consid- 
erably, it is not the fault of the ad- 
of a 


the part of the Associated Business 
Papers especially. 
Newspapers have talked a great 
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This cartoon from the New York Times follows out an idea he's had for a long 
time, a reader reports; that is, the wisdom of saving space and equipment by 
hiring midgets for handling small accounts. 


deal about doing something to im- 
prove advertising and they, too, are 
as concerned with national as they 
are with local, but by comparison, 
they have done little. 

No amount of work by either 
field can be at all effective unless 
the work has for its primary objec- 
tive full protection of the public. 

As an illustration of what I mean 
let me cite an article which ap- 
peared recently in one of the great- 
est daily newspapers in this coun- 
try—a leader in volume of both lo- 
cal and national advertising: 

“ADULTERATED CANDY 

COSTS $1,000 FINE 
Plant Manager is Penalized 

A fine of $1,000 was imposed yes- 
terday by Federal Judge on 
Jacques Vanzanger, general man- 
ager of a candy plant in — on 
a charge of selling adulterated 
sweets. 

Fines of $500 each on eight other 
counts and a jail sentence of three 
months were suspended and Van- 
zanger was placed on probation for 
two years.’ 

fnquiry proves that the name of 
the man was “Vauzanges” in the 


zanges, acting (an 
general manager for —————. 

The editor of that paper in reply 
to an inquiry merely stated also, 
“This would mean the action was 
against the individual, NOT the 
company.” 

My point is that the editor of the 
paper, in the absence of a policy to 
protect the public against false ad- 
vertising, would never go out of his 
way to let the public know for 
whom this man had acted, and 
therefore the newspapers at least 
have done very little so far to help 
clean up advertising. 

Corporations are hard to punish. 
It is difficult to convict a corpora- 
tion in court. The Federal Trade 
Commission, however, can and does 
do much effective work in exposing 
matters of this kind. Does ADVER- 
TISING do anything to help the 
FTC? NO. 

A little research will prove to you 
that many large national advertis- 
ers, some getting $1.50 a pound for 
chocolates and candy, have been 


individual) as 


cited by the FTC for selling decom- | 


posed-rat-infested-filthy candy but 
I doubt whether the FTC has the 
personnel to keep continuous watch 
over such firms. Certainly the FTC 
has no punitive power and can only 
order that particular batch which is 
found to be impure, confiscated. 
On the other hand, if newspapers 
and magazines and business papers 
established a rule not to accept any 
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ucts, especially foods, for a period 
of at least six months after tho: 
firm’s guilt had been properly e:; 
tablished, advertising itself would 
become many times more valuab), 
to everybody. 

ONLY publications which accep: 
advertising can regulate advertisin; 

Perhaps Reader’s Digest, neve) 
accepting any advertising, does no} 
know how to go about what the, 
are now attempting, but in my opin 
ion that publication is on the wa, 
to doing a good thing and it’s up to 
us in the advertising profession t 
commend their efforts and shovy 
them how the work can best bs 
done in all fairness to everybody. 

Let’s criticize each other, but let’: 
do it CONSTRUCTIVELY. 

JOSEPH J. FISKE, 
Fiske-Robinson Associates, 
New York. 
_ = wo 


Everybody's Problem 


To the Editor: Anent those coin- 
cidences . My makeup man 
brought forth a chuckle when he 
placed an Illinois Bell Telephone 
advertisement with a little girl say- 
ing “My big sister told me—” next 
to a Cicero Town Collector ad 
reminding the public that Cicero 
taxes for 1942 “are now due and 
payable.” Everybody — even little 
girls—are concerned about taxes 
nowadays. 

WILLIAM H. (BILL) MAAs, 


indictment, which reads “The| advertising from any firm found Publisher, The Cicero Review, 
United States vs. Jacques Vau-! guilty of selling adulterated prod- Cicero, Ill. 
ne a - 


For years to come 
pated in the first issue 


sell 


Americanism to the 


advertisers will be 
proud to remember that they partici- 


to defending Free Enterprise. 
merchandise our products. 


ington do-gooders will naturally want 
us not get caught- 


ACETIME! 


ENTERPRISE 


to stay on. Let 

PREPARE FOR PE 

WE DECLARE AUGU 
TIONAL FREE 

MONTH, AND DEDICATE 
AUGUST SUCCESSFUL 


Like Mother’s Day or Father’s Day... 


AUGUST 


NATIONAL 


FREE 


TO THIS 
CAUSE! 


wholly given 
Let us 
Nation as we : — 
The Wash- Even if you 


Free 
be so widely 
ST, NA- 
you will want 
THE 


GROCER publications. 


GREAT 


ENTERPRISE 
MONTH 


... Should and may easily become 
a permanent and important part 
of American life! 


and WHOLESALE 


GROCER NEWS 
AMERICAN 


To Leaders of Business and Industry: 
don’t 
wholesale and retail grocers, the 
Enterprise 
Grocer News and Successful Grocer will 
read and the 
vitalize Free Enterprise is so urgent, that 


deal with 
August 
of Wholesale 


directly 
issues 
need to re- 


to be represented in the 


advertising pages of these two leading 


Support Free Enterprise in—August Wholesale Grocer News and 
August Successful Grocer. Outline of plans for Free Enterprise 
Month and rates will be sent on request. 


Write to—Verst Pub- 
lishing Company, Inc., 176 West Adams Street, Chicago, Illinois. 


WHOLESALE GROCER NEWS 


een 


SUCCESSFUL GROCER 
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Klengon, Hand 
Cleaner, Tested 
in New England 


Boston, July 6.—Going after 
the growing war worker market, 
Samuel Cabot, Inc., Boston manu- 
facturing chemist, has launched a 
test campaign on behalf of Klengon, 
new liquid hand cleaner, in Port- 
land, Bangor and Bath, Me., and 
Portsmouth, N. H. 

The schedule for a three-month 
trial drive includes 800, 150 and 
100-line newspaper copy, as well as 
spot radio over Station WCSH, 
Portland. Also included are out- 
door advertising, car cards, counter 
displays and window strips for 
stores. The test, if successful, will 
serve as a pattern for future pro- 


SCIENTIFICALLY PREPARED FOR 


PORTLAND’S WAR WORKERS 


zncon 


| Y CLEANS 
as GRIMY HANDS 
ene LIKE MAGIC! 


TS FORMULA THAT 


“Sim sseoncs, —- Klengon Hand Cleaner 


SOLD AT GOOD DEALERS EVERYWHERE 


| 
motion in Springfield, Mass., Hart- | 
ford and other Connecticut war} 
plant centers and eventually in| 
every large city where distribution | 
can be achieved. 


Appeal to Women 


Klengon, ir. a shaker-top bottle, | 
“cleans grimy hands like magic,” 
eonsumers are told. The copy em-| 
phasizes that the non - lathering | 
product “does not use harsh abra- | 
sives or corrosives, but actually acts | 
as a skin conditioner as it cleans.” 
A special appeal is made to women, | 
to whom the conditioning quality is | 
emphasized. 

Distribution is through drug, gro- 
cery, hardware and department) 
stores. The campaign was outlined 
to jobbers in advance of the release | 
date. Harold Cabot & Co., Boston, | 
is handling the campaign. 


| 
Baa 


NO | 
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EXPECTED | 
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ther little 
this State- 
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adio cam paigns 


Appoints S. Duane Lyon 


Keystone Varnish Company, 
Brooklyn, manufacturer of paints 
and varnishes, has appointed S. 
Duane Lyon, Inc., to handle its 
advertising. Robert Reiner, Inc., 
Weehawken, N. J., manufacturer of 
knitting machinery, has also placed 
its account with the agency. 


Burns Joins Hoffman 


Howard M. Burns, art director of 
Morrison Advertising Agency, Mil- 
waukee, for the past eight years, 
has joined Hoffman & York in the 
same capacity. 


| 


Sponsors Radio Program 

Dell Publishing Company, New 
York, will sponsor a half-hour radio 
program, “This Week in Holly- 
wood,” to promote its publication, 
Modern Screen, starting Aug. 13. 
The program will be heard at 8:30 
p. m., EWT, over a combination of 
NBC and Blue networks. 


Santi Joins Tyson 

Aldo Santi, formerly with W. H. 
Lackie Company, art service, and 
James Gray, Inc., lithographer, has 
joined the art department of O. S. 
Tyson & Co., New York. 


Capstick Joins James Fisher 


R. L. Capstick, formerly with 
Sampson-Matthews Ltd., Toronto, 
has joined the sales promotion staff 
of The James Fisher Company, To- 
ronto agency. 


Appoint Guy Hoult 

Guy Hoult of P. S. Ross & Sons, 
accountant, Montreal, has been ap- 
pointed newsprint administrator at 
Ottawa, succeeding R. L. Weldon, 
who will continue as deputy coordi- 
nator of the pulp and paper division 
of the Wartime Prices and Trade 
Board. 


AFA Elects Six 


The Advertising Federation of 
America has elected six new mem- 
bers: Formfit Company, Chicago; 
Brown Shoe Company, St. Louis; 
Columbia, New Haven, Conn.; 
WBNS, Inc., Columbus, O.; Royal 
Oak Broadcasting Company, Royal 
Oak, Mich.; and Hoffman & York, 
Milwaukee. 


Canners Elect Lovegren 

The Canners League of California 
has elected Carl N. Lovegren, for- 
merly president of Hunt Bros. Pack- 
ing Company, as president. 


es Se 3 


3 Coast Markets 


The “BIG 3” reaches 
| out of every 2 of 
these Families! 1, 1-2-3 


or 4 colors at preferential 


group rates! 


ALMOST 74 OF NATION’S HYDROELECTRIC 


Tee can safely bet that the Pacific 
Coast's “BIG 3” will continue to rate an 
“A” Schedule... there are ample as- 
surances on every hand that this Pacific 
Coast market is going to remain big! 
And the “BIG 3” reaches one out of 
every two of the prospering families in 
this area! The phenomenally successful, 
new industries in the West... such as 
magnesium and aluminum...are highly 
dependent on hydroelectric power. The 
Pacific Coast is naturally and abun- 


dantly equipped to supply these indus- 


rf 


POWER IS IN THE PACIFIC COAST... 


assuring the permanency of both the industrial and 


population growth...50 YEARS in 2 YEARS TIME 
(as gauged by the Department of Commerce)! 


tries . . . another of the many reasons 
why they're here to stay, along with 
the greatly increased population! So, 
definitely, the Pacific Coast is an “A” 
Schedule territory both now and after 
the war. And the “BIG 3” is the “A* 
Schedule media to use...the combined 
Sunday circulations of 3 outstanding 
Coast newspapers thoroughly blanket- 
ing this wide-flung region. When folks 
pay 15¢ for a newspaper... it gets an 
intensive type of readership. And, 


remember, so does your advertisement! 


RODNEY E. BOONE ORGANIZATION 


THE BIG 


Pacific Coast Coverage 
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Help all understand 


the value of 


“SEED MONEY” 


Excerpt from an editorial in 
INDUSTRIAL MARKETING 
June 1943 


"7 NE of the most inter- 

esting advertising cam- 
paigns that has been appearing 
in the public press* is the 
Seed Money series by McGraw- 
Hill Publishing Company. And 
as a by-product it has demon- 
strated how closely advertising 
with a message is read, be- 
cause it is constantly being 
referred to in general conver- 
sation and by speakers. In fact, 
it has injected a new term into 
the vocabulary and understand- 
ing of the American people. 


‘Another good feature of 
the campaign is that it is not 
selfish. It is doing a job for both 
industry and labor. The for- 
mula it offers for putting human 
nature to work most effectively 
points directly at the short- 
comings of labor and manage- 
ment alike and suggests united 
effort to protect and foster their 
mutual interests and the nation 


as well. 


‘'The gospel of Seed Money 
and the objective of this cam- 
paign should be carried to every 
person in this country. By the 
provision of free mats, and 
handy booklet reprints at nom- 
inal cost, every industrial ad- 
vertising man has available a 
public relations campaign 
which would be a credit to any 


organization.”’ 


For free newspaper mats of the ac- 
companying Seed Money advertise- 
ment, with space for your company 
signature, write Research Dept., 
McGraw-Hill Publishing Company, 
Inc., 330 West 42nd Street, New York 
(18), N. Y. 


"McGraw-Hill publishes the Seed 
Money series in New York, Wash- 
ington and Chicago newspapers, as 
well as in 22 McGraw-Hill publi- 
cations. 


—_— aE 


Profits that are plowed back into a 


business are called ‘‘Seed Money.’’ 


buy more and everybody will be better 


off. 


To be a practical post-war dreamer, 
you must understand prices. To under- 


HE nice thing about War Bonds is 
that there are two thrills in every 


T 


Seed Money pays for research, for 


How can this cooperation be se- 


stand prices, you must cut through a 


. one now and one later, when 


dollar. . 


better production methods and for IM- 


cured? We know management is willing. 


theories and 


laws, 


jungle of words, 


your money comes back to you with 


HINES. 


PROVED MAC 


We believe most labor leaders are will- 


bureaus to these bed-rock facts: 


interest. 


Industry will need at least as much 


ing. Government acts only in response 


Prices will depend upon the time it 


It’s nice to think about that later 


money to get out of war production as 


to public opinion, and that means you. 


takes to make, distribute and deliver 


thrill; so nice that people have given 


it needed to get in. 


the things you will want to buy. 


It’s 


a high sounding name. 


the tine puasial 


by under- 


& You can help, first of all, 


standing 


is producing 


Industry 


now, 


— 
i 


Progress 


“Industrial 


why 


the lower the 


‘The shorter the time, 


POST War Prannine. 


spe cared 


is 
4 


: ee 

: a 
- a ; ofa I Ly x ” Pe a. 
; Sealy 

| | See oe | 

| WY ee SS 

| et a = Z | 

\Y << h ai “wi O a & 

Sih ‘6 ‘, \ — Sosa (3 3 
Br / Ul ns > : 
Th .. (er _— — 

oh al iy N i - " : CR : 
ba | WA \ ae oN - | 
a i) ae Wey: 
an < ‘i my ff 4 j \ : ( mS | 
a N Ca = 4 ’ "I H a \ 2 [ 
'¢ 4 Ws We ‘ O 
‘ ' ~ oe . "| A | IN ri 
‘. - | Page SS sd? i | 
a — Fk me ( | \t . 
j AD Guana 
y ioe CS 

~ ae a NS ||! , 
nhl a: + ey Rate USE ae ee ae a ee OO ee ee eg se ae Fe se, eee 5 


ADVERTISING AGE 


July 12, 1943 


“Asnpul ul Ssapv2as OOO'OOS *[ “VY, 2s0u1 Curyoves 5 


SF61 ‘6c 2u"L “AepS2N] —ISOd NOLONIHSF M ‘ANQGIYL OOF IIHD “ANAGIYL (IF UTH NYO MAIN 


uonvongnd IPH “VPs jv ce ur LV 7) 2M S0— 


sur savaddy Juzwmasns2apv S147 


NOLLVINOUID SVASUAAO ANY ‘VOIMAWV NLLVI YOd SANIZVOVW TVOINHOGL GNV SSOUNISNd AO SUAHSIT1ENd “ALVITIAAY NV ‘NOILLVHYOdHOD TVNOLLVYNYALNI SUFIHSIT1EANd SSANISAD 


UBUISITBS Ss JOPBSOOUAL © P[JOAA FBVX9T « Burss9ulsugq yonpo1g e« J9AMOG e 


sayddng JIf_ oe §=S8tzISNpU] poo, e¢ s0UBUa}UIBY FY JUOWAFBURTY AsO}0R.4 


PsOOIY-SMIN] FusIIUIZUG og §=6SJOHIVYY [BIOUIPY pu RIOP “CPN PY «¢ [eusnos Surwspy W Surss0ulsugqe ee SOUOIIIT «© =PJAO AY [BOIIDI1q 


#UIJOBIZUOT) [BOIIIOIIFY se )«=— SPOYIJOPY UONONIYsSUOT) «© FulssourFuq peorSanypexopy AW [BoOrMeYyT) « 


ay (POT) & Yoo, SSoursng « uoONBOdsuBIy sng « UVONBIAY ee ysiUNpByy UBLOWY 


*NOILVOINOWWOOD ‘TVIYLSOGNI AO YHYOMLAN TIIH*MVYOPW FHL 


‘AN ‘(81) WHOA MAN ‘SLATALS 987% LSAM OFF 


‘ONI ‘ANVdWOD YOOU'** ‘INI ‘ANVdAWOD ONIHSITANd 


VITH-MVYUOPN 


(0001 494 00°0T$ 
S001 494 OO'I¢ ‘SeNNUEND JaZsB] “204; Saidod QQ] UBY) SSa"]) “WLIO; J; YOO ApuBY Ur a]qQETTBAB st JUIWIASTNIZApB sIuL 


‘asn [BIa}snpul pus 
SsauIsng JO; puB ‘sjoOYyds ‘safajJOo 40J SYOOd ssauIsng puB Sulss9uISua ‘peoruysa) Jo ssoysiqng 


SNOOd TILH"“MVUOPIW 


*suiajqgoid von = -ap ‘Saarndex2 OOO ‘NOS ‘| UBYI B0Jq * * “s}Uap 


-OnpOld-1BM UO SBapPI SFuBYOXS O} SOUIZBSeUI = - OS 3.1109-J99UIZUS CZ/ PUB SIOJIPI ECT JO yRIs 
asoy) JO sased Sursns9ape pues [BsoyIps sy) eB YSNosy) | JUOI-UONONpOId-seM,, syy Wor 
asn ss0]NGLISIP puB Us UONONpOsd ‘ss9UsIS = | SMOU-IBM,, J9yIBF YoY ‘suONBognd 77 


NOILVOINOWWOO TIVIYLSOAGNI 
HO YUYOMLAN TITH"*MVYUOIW AHL 


 FULALT pooy 11v fo 


PIANOGY 9YJ SI SSAAZOAT [VLAISNPUT,, 


:}BY} UBUISS3IZU07) 
INOA PUIWIDY *SIDHYIOM [BIISNPuT poyyryzs 
pue jJUusWaISevUBUW [BII}sNpur s}1 — jas 
“SB JS9}B9IF S BOLIDUIY PIBMO} ssoUlNy 
-djay jO apnjijje8 JUsUTUIZAOZ MoU B JO} 
y4AOM O} UBUISS3IZUO"7) INOA YsB ‘saUIOD 
SurAng 10; 9uIT} 94} UsyYM sIOWI Ang 
0} spuog seAy, 4ANOA juUBM NOA JT 


“BUIAI'T POOD ‘TTV 
jO a01nN0g ey) SI ssass01g [BII}sNpuy 
}8Yy} PUB}sI9puN j}OU S290P JUIUTUIDAOZ 
asnBo9q s}yoOid ssauIsng UO SaxB} SAIS 
-S99x9 sjnd JUIUTUIZAOS Yury? 9M 

*S9xB} UI 
AsUOWY Pe2g Sty} JO YONUT OO} IB} Yo 
Suluresp st JUSUTUIZAOZ jng ‘uOT}ONp 
-O1d guitja08v0d OJUI YyoRq Fujj98 40; 
AdUOTY, PI9G 94} 9q Pj[NOdS Jey) s}yold oy) 


Suronpoid st Aajsnpuy ‘mou ywOBYY 


— —_——_.w= —- 


“ul 193 O} pape2eu i 


sB uononpoid JBM JO 3nO 393 oO} AguOU! 


‘yusWIaAOIdUIT 
}UB}JSUOD UI S}yOid youd Surmojd ysnosy} 
Sdlijsnpur jyvass sno YING 94 “UOTS 
-uvdx9 pue jUsWaAOIdUII [eIIJsNpuUT jo 
903no0s AJUO 9Y} 318 S}yOId ssouIsnNg 


‘s}yOid ssauisng pie 
-0O} 9pnjijje 3194) sfuvyos ajdood usw 
-UJ9AOS ssajun ‘uMOpP sadlid Zuidsay 
pue ‘jgap sem 34} Yo Zurded ‘s1ayIOM 
jo suoyjrm yorq Sursy ‘sasem poos 
Zurded JO ¥SB} 1BM-}SOd S}I JO 318d 9¥B} 
Aajsnpur djay jouuBs jJUDUTUIDAOL) 


*Aajsnp 
-UI UBOLIOWY jo JUIWAaAOIdUIT JUB}SUOD 
94} dopjsaAsp pueBe 4a}3sOj pynoys usw 
-UJZAOS BAIITIG NOA Jey} MOU ssaiZ 


-uO7) UI SIAT}BJUaSIId|1 INOA Zurj}a] Aq 


[IM spuog sey 4no0A ‘sfury} ayeUI 0} 
SI¥B) FI DUTT] DY} FSurudjIOYsS 10; spoyjou 
pue sourgoeur ajqissod jsaq ay} YIM 
usuryiomM Ai9A9 dinba 0} Suresadoos 
jO poyjouwr B&B JNO YIOM UBD jJUDWOSE 


-uBuI puB JOgR] pue 4UDUTUIDAOS J] 


*‘pousz0U09 SI UOTS 
-uBdx9 [BlijJsnpul se Jey OS ‘syIOM Jy) 
dn wing j}ey) suoneynsge1 jusUTUIDAOS 
J9y30 puUB SMB] XB} JO sSpaipuny sy) 
ye yoo, ysnf ‘yjooid yuem nod JT ‘[[e jo 
}sBa] ‘SsoUTyOBU PaAosduTT A[JUB}SUOD 410; 


pseu 94) SspuB}si9puNn JUIUTUIIAOL) 


‘10qB] JO sjonpoid ay} Ang uBo ajdoad 
Jamoj uBour saorid ysry pue ‘saod 
Ysiy SOYBUI YIOM MOIS *9NI) } UST Jey] 
*soyBu 10qgeR] Avd 910W 9Yy} DUOP sI gol B 
JIMOTS 9Y} YUIYI WI9y) JO 9UIOS JsSNBIaq 
‘VI puBjssapuN suOTUN JOgE] [TB ION 


"ysiy sadrid doay pu sasem 
UMOP PJOY SeUTYOBUI 939;0SqQ) *9}9[/0SqGo 
a18 Jey} AJJUNOD SITY} UI S9UTYORUI plo Jo 
spussnoy) uodn spuvsnoy) 948 9494) 40; 
‘}] PuUBJSIapUN Ud SssoUIsSNg [[B JON) 
*}I puvjssapun ajdoad may os 
AYM JapuoM NOA BY} a[durs OS S$ J] 
“MO] S20LId puke YsIy oq UBD 
SosVam asned9qg—ZuIAl] poosx savy uBd 
ajdoad s10u1 pue 310uW ‘paaosduit Ay}UB)sS 
-U0d 318 spoyjouI puB soUuTyoRU JT 
‘apl] UBOLIOWYy 
ul juB}J0dUII Os 318 spoyjoWw UOTJONpOAd 


sseur pue Asouryowur AYyM Ss Jey] 


ISI AQ [BOOZ «oe «=—FUISIPUBYSIaZPY [B9IZI99,q 


*OUIT} DUIBS 9Y) JB SasBM YRIY 
pue saorid MO] JABYy OF ABM AlUO 94) 
jo (sSasfuo7) Ul S@AT}BJUaSaId91 INOA 
suowe pue) spuaiy sincA Zuowe Zur 
-PUB}SIOPUN 19}}9q B 9}B919 O} Surdjay Aq 
1 Op uBO NOX ‘saorid sBM-jsod uMOp 
poy djay ups nox “poos asow jo] &B 
OP [[IM IYSIsas0; PII B ‘ADAWMOLT 


‘Op Aay} jl ssassuor) 0} YO pBvay sNOA 
JI]JOY [[ NOL “ABM JY} J9zB JIyYOOIAYS 
0} saotid JUBM } UOP NOA 3SINOD JG— 
‘asis 
201d AJDAD YIM [OOD [][IM IBI[Op puog 
JBAQ 4JNOA UI [][IIY} PUOdDIS dy) puUP ‘dn 
saoiid puas ued Ang 0} UOTyHAdWOS ay] 
‘aS]2 APOQGAJIAD [IM OG “IBA JY} 49278 


ynas jo Jo] B Ang 0} JUBM [JIM NOL 


‘saad Avm-jsog ynoge Zuryuryy Aq yono} 
jBo1noBid B ppe O} dy] pynom Nod aqAvul 
‘sABep asoyy Aofua uBd nod sainsBayd 
[nydjay May ay} JO aUO sI ‘spuog sey 
jO afeyoud yey aon e Aq pajejnuins 
_, Buruuyyg JBM-}80g, , [BUOSIAd aDUIg 
‘uoTjonposd spaads jey) pus 
‘YJIM J9A0 Sury) pouwep oy) 3938 0} JUD) 
-eduwii Way) SayBUI yy “IBM UT yUTY) OF 
SUBITIAID JOy ABM BYR JY SI BY] 
‘asajjoo ul usspyyo 
aos Ady “SawoOY peuOljIpuOD 4B puB 
S#ni MOU ‘SJOPBIIFIIII MIU BBS AdYT 
"Sdi1}) MOU SuNUBM WO, WOPses; pueB 
‘sayiqowojne mou sadnp-sadns ‘auioses 
YM SuIUIg suOTeIs Surjy sos Aoy] 
“yur pue saded 3as } uop Asay) ‘spuog 


‘puooss — {SurIAI]T poos |e JO 901N0s 9y) ‘aond Bi 319u1 3R yoo, adoad uat 

rr a: M 4G qool 3 TW 
a nn jBrszjisnpuy,, AymM BSurpuevys ay} JAMO! SY) ‘QUIT, JY) 49;40YS JUL = -” ee AUJUUUL SL IU -1SOL. D2uuD 
-fopun Aq ‘TTS JO 3849 djey USO ROA a “Ang O} JUBM [TEM noa surg) ey) Sy ‘urdu AuUIPUNOsS UR B PANO, ot 


*not eCrmrrpanrrsr wr miup ‘woamndn arrand ni 


JSZATIIOD pueB sINGIISIp ‘aNeUI O} SONS) 


UdsATIS OABU aIdood jeu) 2OTU OS fITtTU) 


~ -_* > ae: oT 4 - “a g Ral ge ee ee 
‘2 : bie ce : 
‘ ; ( a 
& 
_e 
eect & 
Fe a — 
SS = _ — _ — a — - anaes “ = ; z 
eo 
y 
m4 
ee, 
eye 
‘oa 
8 
ae 
ee ee 
ates ae 
Ret ae 
| 
a aes 
ine 
(iii 
er aoe Ee 
ee 
Pe tg 
“ee 
o — 
a ae 
= 
= a 
sii 
es 
% ae 
a < 
aay 
: 
ee 
= ee 
oe . 
= 
a 
Bi ae 
it 
ey 
a 
. : 
ph poche 
aes aes 
a 
aa 
“ ae 
2) 
oh ei 
oF 
ag 
~ o. a 
itis 
| a 
‘eis, 
Fh. Sg aa ” Bi a RS ke = » : / “ ; coe - gee ; 6 ae re 
: hae aay A gig 4 eat poe Se be ‘ a i a tina's i: oe <i ote, se ¥ ; ; ba a we Sen ce? eee Oe a a a en 
A PRES : . ES pane Sea ee Ft a ee vig PMS ee Pr eg eo re cals Ali ‘ See ir ip PE de Sek gees BF ; ; 
4 rela ~ ae y “eee ‘ Pie sce ee . ss - : e A ete S ‘ aS ee, Si Pea oe ape Save = : ex! 
, . RPh iw, ri Ss Cae? OES. VES oP ree * hme ast, Roo a ee do hak eee i : ; 
eae oat é aa .- . = 4 7 « - eS ae as ‘ ae > i 


28 


ADVERTISING AGE 


July 12, 1943 


Joins Curtiss-Wright 

George M. Williams, a veteran 
figure in the aviation and automo- 
tive industries, has joined Curtiss- 
Wright Corporation, New York, and 
will shortly be elected a vice-presi- 
dent to assist the president in an 
executive capacity. Mr. Williams 
was formerly assistant to the chair- 
man of Consolidated Vultee Air- 


Soap Rationing 
Unlikely Despite 


admittedly tight, there is every rea- 
son to hope that rationing can be 
avoided. The greatest immediate 
| danger of rationing, he asserted, lies 
|in the fact that the business press, | 
magazines, newspapers and radio 
commentators are building up a 


Material Shortage 


craft Corporation, on leave of ab- 
sence from Russell Mfg. Corpora- | 
tion, Middletown, Conn., of which | 
he is —— 


Snyder to LEM 


Edna F. Snyder has joined the | 
copy staff of Lennen & Mitchell, | 
New York. She was formerly with 
J. Walter Thompson Company. 


o 
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"No Burton Browne client 


has a competito# with 
% better advertising” 


But Conservation 
Note Is Appearing 
in Current Copy 


By IRVING GENATT 


New York, July 7.—Will soap 
be rationed? If so, what effect 
would rationing have on the adver- 
tising of soap accounts, which last 
year spent more than $35,000,000 in 
major media? 

Soap manufacturers don’t know, 
although they hope there will be no 
|rationing. But unanimously, they 
|express the fervent hope that spec- 
| ulation about the possibility of soap 
| rationing will stop. They are con- 
|vinced that it will take very little 
| additional speculation on this sub- 

ject to cause panic buying of soap 
dee consumers. When and if that 
| bound’ t they say, rationing is 


bound to come. 
| An official of one prominent soap 
| company was particularly emphatic | 
'on this point. He insisted that, | 
although the supply situation 


is'& Gamble, 


feeling that soap rationing is immi- 
nent. As a result, he declared, the 
public may start to hoard soap, with 
results that would be disastrous. 


Supply Situation Eased 


This executive, who pointed out 
that the government wants every 
bit of soap production it can get, 
because glycerine, a vital war chem- 
ical, is a by-product of the manu- 
facture of soap, declared that in 
recent weeks the supply situation, 
particularly with regard to essen- 
tial oils, has actually eased. 

Pointing out that last year house- 
wives in several cities cleaned soap 
off retailers’ shelves when a rumor 
was circulated that rationing was 
likely, this official said the situation 
is so touchy that even “conserva- 
tion” advertising by soap makers 
may be dangerous, and must be 
handled with the greatest delicacy 
in order to avoid a buying panic. 

Queried by ADVERTISING AGE as to 
what effect soap rationing would 
have on their advertising policies, 
most executiv es of soap companies 
shied “away from the question and 
remained noncommittal. 

William G. Werner, manager, 
| public relations division of Procter 


diser, which alone spent about half 
of last year’s $35,000,000 for soap 
advertising, reported that no state- 
ment on advertising policy in the 
event of rationing could be made 
since a contingency has not been 
discussed or determined by the 
company. 


Offers Tips on Saving 


In any event, Procter & Gamble 
is currently tying in a soap con- 
servation theme in much of its 
advertising, urging consumers not 
to waste soap, giving pointers on 
how to conserve soap by keeping 
the cake dry, saving slivers and 
making soap jelly out of scraps. 
“Don’t waste soap!” consumers are 
urged in advertisements of Ivory 
flakes, and are given three tips on 
how to make flakes go further. 

“Save for War!” say Camay soap 
advertisements, which tell “Camay 
Soap-Savers” that soap is wasted 
when placed in wet dishes. Besides 
Ivory flakes and Camay, other soap 
products of Procter & Gamble are 
Duz, Chipso, Ivory Snow, Lava, 
and P&G White Naptha. Agencies 
handling the P&G account are 
Compton Advertising, Biow Com- 
pany, Benton & Bowles, Blackett- 
Sample-Hummert, Pedlar & Ryan, 
and H. W. Kastor & Son. 

Manhattan Soap Company, maker 
of Sweetheart soap, last year spent 
about $275,000 for advertising, most 
of it going into spot radio. The 
company recently launched its 


kingpin soap merchan- 


greatest newspaper campaign (AA, 


WNEW vs. Soap Operas 


@ Some people say daytime serials upset people’s 
nerves and things. Maybe so, but we don’t believe it. 


But we do know there are more people in New York 
who don’t listen to soap operas than there are people 
who do. It’s not so much their nerves—they just 


like 


From 10 a.m. to 6 p.m. when soap opera heroines 
are coming to grips with life on the two big net- 
works, here’s what’s happening on the other New 


music. 


York stations:* 


WNEW has a 23% 


larger total audience 


than the next nearest network station. 


WNEW has a 31% 


larger total audience 


than the second nearest network station. 


WNEW has an 80% 


larger total audience 


than the next nearest independent station. 


And with the others, there’s no contest. 


When you’re buying New York, buy the biggest 
audience for the least amount of money—buy WNEW. 


@ Source: The Pulse of New York, May, 


NATIONAL 


1943, 


501 MADISON AVENU 
Serving New York and New Jersey Twenty-Four Hours a Day 


LY REPRESENTED 


NEW YORK, N. 


we 


BY 


| 


DON'T WASTE SOAP 


| TODAY: 


“GOT TO MAKE THINGS LAST NOW! HOPE THIS 
DARLING YELLOW RAYON WEARS FOREVER!” 


NEXT YEAR: 


“ST A GAY BEAUTY~ 
BRIGHT FUTURE ANEAOT” Mf 


With materials shortages worrying soap 
makers on production, and agencies on 
possible retrenchments in advertising 
appropriations, soap companies are be- 
ginning to carry a conservation note in 
their copy. Procter & Gamble's Ivory 
flakes insertion gives consumers three 
pointers on prevention of soap waste. 


supplementing its heavy 
for Sweetheart 


April 26), 
radio promotion 
soap. 

Uses “Thrifty” Note 


While the company does not key 
any of its copy to a straight con- 
servation note, current advertise- 
ments play up Sweetheart as being 
“dry and thrifty” and declare that 
because of its oval shape it touches 
the dish at only one pvint. Copy 
points out that Sweetheart dries 
faster and stays firm, leaving no 
soap dish “jelly.” Franklin Bruck 
Advertising Corporation, New York, 
handles the account. 

Lever Brothers Company, second 
largest soap advertiser, with an 
expenditure last year of about $10,- 
000,000, is currently using straight 
product copy devoid of any con- 
servation theme. Maker of Fairy, 
Rinso, Swan, Lux, Lifebuoy soap 
and shave cream, this account is 
split among J. Walter Thompson 
Company, Batten, Barton, Durstine 
& Osborn, Young & Rubicam and 
Ruthrauff & Ryan. 

Fels & Co., Philadelphia, maker of 
Fels Naptha soap and chips, spent 
about $700,000 in 1942 in all media. 
Cyril G. Fox, vice-president, re- 
fused to guess about rationing, 
asserting that “the boys in Wash- 
ington are the only ones who can 
say whether or not soap rationing 
is imminent.” Mr. Fox then closed 
with: “And we're not telling anyone 
what our advertising plans are.” 
S. E. Roberts, Inc., Philadelphia, 
handles the Fels account. 


Skips “Save” Theme 


Third largest soap advertiser is 
Colgate - Palmolive - Peet Company, 
maker of Super Suds, Palmolive 
soap and shave cream, Octagon, 
Kirkman’s soap and chips, Crystal 
White and Cashmere’ Bouquet, 
which invested approximately $4,- 
000,000 last year in all major media. 

Here, too, all mention of soap 
conservation is absent from the 
company’s current advertising. Ted 
Bates, Inc., Sherman & Marquette 
and William Esty & Co. service the 
Colgate accounts. 

Other leading soap advertisers are 
Andrew Jergens Company, which 
spent about $700,000 last year for 
Woodbury soap, through Lennen & 
Mitchell; J. B. Williams & Co., for 
Glider shave cream, Williams shave 
cream and soap, expended about 
$493,000 in 1942, through J. Walter 
Thompson Company; F. W. Fitch 
Company, for Fitch shampoo last 
year placed an advertising appro 
priation of about $650,000, through 
W. Ramsey Company, Davenport, 

a. 

Molle shave cream, made by The 


JOHN BLAIR & COMPANY 


Centaur Company, and Mulsified 


ilies 


LOWEST COST 
IN THE BUSINESS FIELD 


($4.63 per poge per thousand ) 
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Coconut Oil shampoo, made by R. L. 
Watkins Company, both divisions of 
Sterling Drug, carried advertising 
budgets in 1942 totaling about 
$648,000; Mennen Company spent 
about $110,000 last year for its 
shave cream, through Russel M. 
Seeds Company; and Packers Tar 
Soap, Inc., promoted its shampoo 
and tar soap to the extent of about 
$90,000 last year, through Ivey & 
Ellington. 


Domestic Oils Scarce 


From the four corners of the 
world sOap makers are dependent 
for materials to make soap; coconut 
oil from the Philippines, palm oil 
and palm kernel oil from North 
Africa and the East Indies, babassu 


banned certain edible oils (soybean, 
lard, peanut, fish, cottonseed) from 
use in soap making. This order is 
expected to be rescinded in the very 
near future. 

Shipments of tallow from Argen- 
tina, Australia and New Zealand 
are helping to alleviate the situa- 
tion. 

Seventy companies representing 
90% of the total soap output re- 
ported sales for the first quarter of 
1943 of $91,393,000. This is 15% 
below the same quarter in 1942. 
However, the first three months of 
last year saw panic buying of soap 
that rocketed sales to unprecedented 
highs. 

At the present rate of consump- 


‘ie inroads into existing inven- 
tories. Best estimates of soap men 
are that production will run be- 
tween three and one-half to four 
billion pounds. 

An editorial in Soap says that five 
cents per pound for salvaged fats 
is no inducement to housewives or 
restaurants to save the material and 
turn it in. The editorial says 
numerous suggestions have been 
made that in order to stimulate the 
collection of waste fats and greases, 
collectors should be rewarded with 
extra ration stamps good for meat. 


Fat Salvage Lags 


Collection of waste kitchen fats 
during March amounted to 7,312,000 


cerine and Associated Industries, | ing definitely is not necessary at 
the nationwide fats salvage drive,| present, the War Food Administra- 
conducted by Kenyon & Eckhardt,| tion revealed today 
is expected to be stepped up to| Shipping conditions have im- 
bring the quota to a more signifi-| proved to such an extent that only 
cant figure. The drive may be given| 25% of the requirements for the 
added impetus if and when the|/third quarter of this year will be 
Office of Price Administration ap- | taken from the soap stockpile. “All 
proves rewarding collectors with| in all,” said a WFA spokesman, “it 
|two one-point red ration stamps for | is our feeling that soap rationing is 
each pound of waste fats. | unnecessary. The picture can 
The over-all picture is that ration- | | change over night, but right now 
ing of soap, despite a snortage, witi| things look rosy, and we _ feel 
reported curtailment in advertising | mighty good about it.” 
by some companies, seems unlikely 
No Soap Substitute 


for some time to come. 
He added that the soap supply 


ate tate arn | situation will have to become far 


oil from the Amazonian jungles, 
and olive oil from Spain and Italy. 
With Japanese and German con- 
quests, and lack of shipping space, 
oil importations have virtually 


tion, consumers will purchase about 
three billion pounds of soap during 
1943. Heavy shipments of soap to 
Russia under lend-lease will make 


quota. 


pounds, only 43.9% of the national 
Meat rationing has probably 
held this figure down. 
ten by the committee of the Gly- 


ments of fats into this 


Underwrit- 


Washington, July 7.—New ship- 
country 
have relieved the soap supply situ- 
ation to the point at which ration- 


|more critical than at any time 
to date before the necessity will 
arise to place soap on the ration 
list. Pointing out that in other 
types of rationing, such as meat, 


ceased. 

The soap industry has been hard 
put to obtain enough domestic oils 
to offset such losses and produce 
enough soap to meet consumer re- 
quirements. The industry has been 
drawing heavily on large reserve 
stocks of soap, yet here, it must be 
pointed out, voluntary rationing has 
been in effect for some time. 

The raw material situation has 
forced the hand of soap makers and 
made it necessary that they sell on 
a pro-rata basis, according to Soap, 
leading business paper in this field. 
Old customers receive preference, 
getting from 60 to 70% of normal 
purchases; other manufacturers 
have even cut below 50% of 1942 
purchases; recent accounts get from 
20 to 30% while new accounts are 
far worse. This applies to large in- 
dustrial users of soap. 


Outlines Over-all Picture 


From reliable sources close to the 
soap industry, the following four- 
point resume has been accepted as 
a clearly defined picture of the 
over-all soap situation: 

(1) The consumer has for a long 
time been buying soap at a clearly 
accelerated level, in short, hoard- 
ing. 

(2) Rate of purchasing is greater 
than rate of production; faster than 
the manufacturer can get his fats. 
If this gap continues, rationing will 
be necessary. 


(3) Soap industries must buy 
materials from all over the world, 
thus they have always carried 


heavy reserve stocks. This reserve 
is being exhausted. 

(4) Wholesalers and _ retailers 
have also carried heavy inventories; 
if buying levels off, these will be 
sufficient to bridge the gap for | 
months to come, between consumer | 
buying and lessened production. 

On the brighter side is the fact | 
that the government is making} 
every endeavor to avoid soap | 
rationing, borne out by the recent 
unfreezing of heavy reserves of | 
coconut oil as well as the govern-| 
ment’s releasing part of its own 
imported stockpile of high lauric} 
acid oils (high sudsing, high in| 
glycerine content). 


Release of Oil Anticipated 


Other significant factors which 
would seem to ease the minds of 
soap makers are: another release on | 
oil is expected in the near future; | 
palm oil from the East Indies and | 
Malaya which was in the possession | 
of soap makers and either frozen or | 
sold to the government, is expected | 
to be unfrozen shortly. 

Last January the government 


500,000 
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— KNX, Lux Radio Theatre goes 
out over the Columbia Broadcasting 
System to 118 radio stations. 

KNX has helped Lux Radio Theatre 
build more continuous family listening 
hours than any other program on the air. 

Every week for eight years, with short 
summer breaks, the J. Walter Thompson 
Company has produced it with Columbia 
facilities. In Hollywood, that means 
KNX facilities. 

To those who listen and to you who 
advertise in Southern Califernia, Colum- 
bia is KNX. 

That's important to advertisers. Be- 


cause what KNX has learned, doing the 


Columlna’s Station for all Southern California 


oe ee 


A a a al coll i 
CECH B DE MILLE —-y—~$r 


TION PRESENTS. Base 


10 AM 


lls iad alii 


kind of intricate broadcasting that Lux 
Radio Theatre demands, is at your dis- 
posal, too. 

That professional technique works for 
every KNX local program—from an 
hour's broadcast to a transcribed spot 
announcement. It works, for instance, for 
the Opportunity Hour for PDQ Petrol* 
— produced by the same staff, in the same 


studios, with the 


same equipment, as 
many of Columbia’s Hollywood-pro- 
duced coast-to-coast and regional net- 
work shows. 

KNX is the only Southern California 


station with the full resources and per- 


sonnel of a nation-wide network behind 


* 1,329,924 ballots on the 13th broadcast 


it. That backing gives your message “the 
KNX-tra touch”t—resulting in audience 
acceptance and sales impact that have 
launched many an advertiser into radio 
success in five-billion-dollar-income 
Southern California. 


+Well, that’s what it is 


10S ANGELES 
a m0 watts 


Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS 
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substitutes can partially replace the 
rationed items, this official said that 
there is no substitute for soap. 

He admitted, however, that at 
times housewives may be unable to 
obtain favorite brands of soaps in 
stores, but these instances are tem- 
porary and may be directly attrib- 
utable to distribution difficulties, 
and not to the over-all supply situ- 
ation. 


Prepared for Rationing 


Rumors of soap rationing circu- 
lated several months ago were ex- 
plained as precautionary steps taken 
by the WPB—then in charge of 
soap supply—to ward off confusion 
in case control became necessary. 
The OPA was instructed to set up 
the required machinery in the event 
rationing of soap became neces- 
sary. 

Since then better information has 
indicated that anticipated shortages 
were exaggerated and much less 


Philadeljhia's Soloction 


PAINTED DISPLAY 


WALLS 


wlaadaaain ADV. CO. 


PHILADELPHIA 32 W BROAD ST «© aaocur 10s 


serious than appeared on the sur- 
face. With new _ shipping lanes 
opened, fats have been brought in 
from the South Seas and other 
areas. 

While the supply is improving 
steadily, WFA revealed that it is 
taking steps to make it even better. 

Cooperation on the part of the 
consumer can ward off soap ration- 
ing, WFA _ pointed out. Women 
must redouble their efforts to col- 
lect fats. WFA surveys have re- 
vealed that 96% of the women 
know of the salvage program, but 
only a third of them are taking a 
part in it. 


P&G BOOKLET SHOWS 
SOAP IN WAR 


Cincinnati, July 6—A _ graphic 
presentation titled “Vital for Vic- 
tory,” illustrating its activities in 
the successful prosecution of the 
war, has been issued by The Proc- 
ter & Gamble Defense Corporation, 
shell loading ‘subsidiary of P&G, 
supervised by the company’s man- 
agement and engineering personnel. 

The booklet describes how Proc- 
ter & Gamble laboratories began to 
work on synthetic rubber long be- 
fore Pearl Harbor, and points up 
the essential role played by soap 
and fatty acids in processing and 
prolonging the life of natural rub- 
ber products, with soap assuming 
still greater importance as a vital 
factor in utilizing reclaimed rubber. 

It also sets forth the war contri- 
bution of the company in the form 


YOU CAN HEAR A HOG- 
CALLER THREE 


MILES 


F as = 
A 


= =£BUT—vou can’t aways 
HEAR A DETROIT OR CHICAGO 
RADIO STATION IN THE GRAND 
RAPIDS-KALAMAZOO AREA! 


Up close, any self-respecting hog- 
caller can break your eardrums. 
But from 150 miles, even a 
50,000-watt radio station can 
sound mighty puny. 


The Grand Rapids-Kalamazoo 
area, the center of the Western 
Michigan market, is more than 
150 miles from either Chicago or 


Detroit. 


an 
around here. 


Besides that, we've got 
infamous fading condition 


om But over one million consumers 


The Kalamacoo-Grand 
Rapids Area is the home of 
1,453,509 better-than-average 
consumers who vastly pre 

fer WKZO to anw and every 
other radio 

“outside” oF 
irea. Write 


station, 
“inside” the 
for “The Tale 


of Three Cities’. 


are 
They all want radio. So what do 
these folks do? 
to FKZO. WKZO is on the spot. 
It’s got 5,000 watts at 590 KC... 
grand 

. . and consistent reception in 
every part of its market. 


concentrated in our area. 


They stay tuned 


Columbia entertainment 


If you want Western Michigan. 
then you want WKZO! Write us 
or Free & Peters 
facts! 


for all the 


*Want the proof? Dropusa line! 


WKZO 


3000 Watts 
590 KC 
CBS 


covers all Western Michigan, with studios in 


- KALAMAZOO and GRAND RAPIDS 


JOHN E. FETZER, President and General Manager 


a FREE & PETERS. INC., Exclusive National Representatives 


a 


poate hea ret we ft “| as industry contact, and later 
and hospitals, soap for processing! .witched to the office of program 
and preserving textiles; special | .oordination 

soaps for processing metals and| z 

|leather; and in conclusion, points 


| out that the soap 


| 


| the editorial staff of MacLean Pub- 


|} merchandising newspapers division, 


most prominent and widely known advertising men. 


the column. 


June 28. Spent the day in a small town 
which is the capital of a state. Having 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 


less read, George P. Rowell’s Forty Years 
an Advertising Agent. 


It is presented in 


Yet here is exhib- 


some business there which brought me into 
contact with different groups of citizens, I 
soon discovered which families formed the 
socially elite. No town, however small, is 
without such a group; but how it forms 
itself no man can tell. In this town neither 
the richest family nor the leading official 
one is counted within the magic circle. For 
the most part those without this circle do 
not care too mueh, but sometimes they feel 
a sense of bafflement at the intangible 
barriers which keep them there. 


June 29. As I go about the country, 
talking with a good many kinds of people, 
I find that the subject matter for conver- 
sation does not vary much, percentage- 
wise. First, and properly so, comes the 
weather—sure instinct for the importance 
of our physical environment. Then comes 
man, quite literally embracing woman, 
with all the ramifications thereof. Most 
of the rest can be summarized under food 
and drink, business and war. Beyond this 
I am reminded of what William James’ 
carpenter said—that there is not much 
difference between one man and another, 
but what little there is is important. 


June 30. I hear that a big radio con- 
tract which was recently let involved a 
speculative competition among three agen- 
cies. It is said that considerable money was 
spent by them in auditioning programs— 
probably in total more than any net profit 
the contract can yield. Excess profit taxes 
being what they are, this does not mean 
much today, even to the losers. But the 
practice remains a bad one, not only for 
the waste it injects into agency operations 
as a whole, but because it is essentially 
an unsound procedure for the advertiser. 
The wiser ones no longer encourage it. 


July 1. Speaking of “a sense of history,” 
I wonder that more of us do not have it 
about our own trade. I find few adver- 
tising men who have ever heard of, much 


ited the social forces which made modern 
publishing and advertising, in the years 
between 1860 and 1900. The most up-to- 
date Yale-Man-in-Advertising might be 
amazed at how much he rediscovers of 
what Rowell knew then. 


. 
July 2. (From a letter to a young 
writer.) You say the man went down 


the street. But how did he go? Did he 
walk, run, amble, sidle, limp, hurry, saun- 
ter, caper, trip, jog, stumble, stagger, swing, 
rush, dash, etc.? With one verb you can 
make me see the mood as well as the 
action of that man—providing, of course, 
that you first saw him accurately yourself. 


July 3. Instead of the lark it is, in fact, 
a humming bird who is my morning 
alarmer at this season of the year. When 
the sunrise comes over the mountain, with- 
out benefit of Kate Smith, it strikes the 
hollyhocks growing by my bedroom win- 
dow. Almost at once the humming bird is 
hovering over their blossoms, and his wings 
are whirring me a warning that it is time 
to be up and doing. 


July 4. There is a creek flowing through 
my farm which is one of the Little Waters 
which goes to make up a mighty and fa- 
mous river. When the spring run-off or 
a cloud burst comes my creek contributes 
its part to the soil erosion, silting, and 
floods. Then we all begin to talk about 
the Government “doing something” to con- 
trol the mighty river. But if I and all 
the others were doing all we might, by 
better husbandry, to control the Little 
Waters, the Big Waters would be no prob- 
lem. Maybe in the same way we over- 
look the Little Waters of politics and busi- 
ness—in the wards and precincts above 
whose level politics cannot rise; and in the 
enterprise of small businesses which must 
catch the trickles that make our mighty 
corporations and our whole economic sys- 
tem. 


of thousands of tons of glycerine, 
principal by-product of soap mak- 
ing, and describes the industrial 
uses of soap for processing leather, 
fabrics and metal. “Soap follows 
the flag,” says the booklet, and 
quotes from Irving Berlin’s song, 
“This is the Army, Mr. Green, we 
like the barracks nice and clean.” 

The booklet is amply illustrated) here he was an account executive, 


with pictures showing soap being} 5 , : A 
used for Army and Navy laundries | '° join the domestic radio bureau 


Seymour Morris Moves 
to OWI Overseas Branch 


Seymour Morris, for the past year 
with the domestic branch of the 
Office of War Information, Wash- 
ington, D. C., has transferred to the 
overseas branch. 

He left Compton Advertising, 


Joins ‘Buffalo News’ 


Gordon E. Smith, formerly gen- 
eral manager of the Buffalo Better 
Business Bureau, will join the ad- 
vertising staff of the Buffalo Eve- 
ning News, effective July 19. 


Timken Appoints Yezbak 


John J. Yezbak has been ap- 
pointed head of the news bureau of 
|Timken Roller Bearing Company, 
| Canton, O., succeeding S. L. Huff- 
man, who has resigned. 


industry, as a 
whole, operates virtually all of the} 
complex equipment for aeee Gael 


glycerine, turning out more than 
90% of the total production. 


Southhall Named Manager 


of MacLean Division 
Herbert L. Southall, who joined 


SOMETHING AV EY 1s waprening IN DAYTON! 


> 


YES.. DAYTON IS GOING TO TOWN / 


lishing Company, Toronto, in 1917, 
has been appointed manager of the 


including Canadian Grocer, Hard- 
ware and Metal, Bookseller and 
Stationer, Men’s Wear Merchandis- 
ing, Stylewear, Drug Merchandising, 
Le Prix Courant, Canadian Paint & 
Varnish Magazine and General Mer- 
chant of Canada, Herbert C. Braund, 
for 16 years managing editor of the 
company’s industrial newspapers 
division, has been named editor and 
manager of Plant Administration 
and A. C. Mackenzie, manager, 
Canadian Hotel Review & Restau- 
rant, also assumes the management 
of Sanitary Engineer. 

The promotions followed the re- 
tirement of George D. Davis as 
manager of the business newspapers 
division after 31 years of service. 
Of 12 publications in that group, 
nine have been placed in the mer- 
chandising newspapers division 
under direction of Mr. Southall. 


Appoints J. J. Gibbons 
Goldsmith Company of Canada 
Ltd., Toronto, has appointed J. J. 
Gibbons Ltd., Toronto, to handle a 
new advertising campaign for 
Pierce watches, which is breaking 
this month in the general maga- 
zines. ' 


GET THE FACTS! 


a, oi 


NOW A HALF-MILLION’ POPULATION MARKET 


FAMILIES REQUIRES A FULL SCHEDULE 
IN THE DAYTON JOURNAL-HERALD 


* aac 
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we DAYTON JOURNAL-HERALD 


DAYTON, OHIO - MORNING - EVENING - SUNDAY 


Nationally Represented by 
The Gee. A. McDevitt Co. 
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S-C Patents New 
Record Mechanism 


New York, July 7.—A new and 
revolutionary automatic phonograph 
record changing mechanism has re- 
cently been patented by the Strom- 
berg-Carlson Telephone Mfg. Com- 
pany, the patent being issued to 
Dr. R. H. Manson, vice-president 
and general manager, and Albert E. 
Schell, a member of the research 
department. 


Further Developments Needed 


This turn-over type of record 
changing mechanism is a result of 
prewar study and is still in the de- 
velopment stage. Adaptable to a 
series of mixed ten and twelve-inch 
records, it is designed to play con- 
tinually for a period of more than 
one hour, limited only by the num- 
ber of records contained in the 
magazine. Featuring a single knob 
control, this unit will play either— 

1. A series of records through on 
one side, then turning them over, 
play the same series through on the 
other side. 

2. A series of records, playing 
one side of each record, turning that 
record over, and playing the other 
side. 

3. It can also be operated as a 
single record mechanism or with 
mixtures of ten and _ twelve-inch 
records in sequence. 

McCann-Erickson handles the ac- 
count. 


“KRNT Pushes 


Conkey Feed Sales 
Up 50 percent” 


Reports W. C. Fuller, 
Des Moines Distributor 


“Last year, our sales of Conkey 
Feeds were good. This year, 
thanks to KRNT, our Conkey 
business is up 50 percent.” 


So reports W. C. Fuller, gen- 
eral manager of the Des Moines 


Elevator, regional distributor 
for Conkey Feeds. The report 
continues: 


“Last October, Conkey’s took 
over the KRNT Sunday Noon 
Farm News, plus a series of 
daily announcements. 


“From the first week, we no- 
ticed an increase in Conkey 
sales, in the 25 counties we 
serve. Today, despite delivery 
problems, our records show a 
virtual sell-out every month. 


“We know this increase is 
largely due to KRNT, as this 
one station has carried the load 
for Conkey advertising in our 
area.” 


*“Conkey also used affiliated Cowles stations 
WMT and WNAX. 


KS0 


BASIC BLUE 
AND MUTUA 7 
5000 WATTS 


COLUMBIA 
3900 WATTS 


KRN 


~The Cowles Stations in 
DES MOINES 


Affiliated with Des Moines Register & Tribune 
Represented by The Katz Agency 


Mutual June Billings 
65°, Above 1942 


Mutual network gross billings for 
June, 1943, totaled $1,100,481, an 
increase of 65.4% over June, 1942, 
when the figure of $665,372 was re- 
ported. 

The six months’ cumulative bill- 
ings for 1943 total $5,902,918, a 
10.6% increase over the like period 
of 1942, when the figure was 
$5,335,103. 


Light Metal Age’ Starts 
Roy Fellom Jr., editor and pub- 
lisher, has started publication of 
Light Metal Age, with headquarters 
at 20 E. Jackson Blvd., Chicago. 
The May number was the inaugural 
issue. Present plans call for pub- 
lication of the new business paper 
every other month. 


MacLean Revenue 
Near Record High 


Toronto, July 6.—Total revenue 
from the company’s 30 Canadian, 
British and U. S. publications last 
year totaled $3,988,965, only $60,000 
below the record total for 1941, 
Horace T. Hunter, president, Mac- 
Lean Publishing Company, told the 
annual meeting of the stockholders 
here recently. 

The company’s surplus, including 
reserves for contingencies, now 
amounts to $790,000, Mr. Hunter 
said, enabling it to face uncertain 
times ahead with confidence regard- 
ing maintenance of employment and 
strong editorial policies. 

“It is extremely important that a 
company such as ours, publishing 
business newspapers and magazines 


which are constantly dealing with 
controversial questions, should be 
strong financially and should be in 
a position to stand up against any 
pressure that may be brought to 
bear against us to suppress infor- 
mation which is in the public inter- 
est,” he said. 


Hires Begins Heavy 
Summer Campaign 

Charles E. Hires Company, Phila- 
delphia, has launched a summer 
advertising campaign for its root 
beer in about 75 cities, using space 
units ranging from 94 to 378 lines 
in approximately 85 newspapers. 

The campaign will cover a period 
of six to 14 weeks in some terri- 
tories, with spot radio augmenting 
the newspapers in selected markets. 


Picard Appointed 

Dailey Mills, Inc., Binghamton, 
N. Y., has appointed Picard Adver- 
tising, New York, to handle an ad- 
vertising program featuring Revi- 
talizer poultry conditioner, and a 
line of poultry and livestock feeds, 
dog food and feed specialties. Na- 
tional farm and poultry papers, 
trade publications and newspapers 
will be used. 


FAA Meets in October 

The Financial Advertisers Asso- 
ciation will hold its 28th annual 
convention Oct. 19-21 at the Edge- 
water Beach Hotel, Chicago. Lewis 
F. Gordon, vice-president of the 
Citizens & Southern National Bank, 
Atlanta, and list vice-president of 
the association, is general chairman 


Sheldon, Quick & McElroy, New| of the convention. The association’s 


York, directs the account. 


1942 convention was held by mail. 
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THE 


FOREST 


PRODUCTS 


FUTURE? 


BIG ENOUGH to rebuild every residence in the United States 
and have twenty billion feet of lumber left over! 


WHAT DOES THIS MEAN TO ADVERTISERS? 


It means that to build the 19,000,000 after-the-war homes 
predicted by Henry J. Kaiser . . . Oregon will be the nation’s 
greatest single source of lumber. 


Lumber is only ONE of this state’s great payroll-producers, 


PORTLAND, OREGON 
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but, like them all, it is spread over a wide area. The Oregonian 
is the only newspaper that influences the living and buying 
habits of the whole area. Use this Oregonian area-wide influence. 


on tan 


The Great Newspaper 


of the West 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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San Francisco Sets Up 
Postwar ‘Work Pile’ 


j 


To form a cushion for the tran- 
sitionary period of the postwar era, 
the San Francisco Chamber of Com- 
merce is organizing a “work pile’ 


Postwar Planning 
How Business and Industry Are Preparing 


for a Peacetime World 
Edited by RALPH O. McGRAW 


] 


, those who will need various facili- 
ties or services when the war is 
lover. This will automatically cre- 
ate a prospect and market list for 
all those who participate. 

The committees obtain their in- 
formation from a report form on 


which may be drawn upon by busi-| which the individual business units 


ness and industry in the northern 
about 
been 
formed and about 90 more are to 
be organized to carry on the work. 

The work of each committee will 
be to determine as closely as pos- 
sible the present and future status 
of the industry or business it repre- 
sents and build a prospect list of 


California area. 
seventy 


To date, 
committees have 


answer the following questions: 

1. Are you planning now for post 
war business, and does your plan 
call for immediate action at the 
close of hostilities? 

2. What immediate reemployment 
will be possible? List occupations 
and numbers needed. 

3. What immediate remodeling 
will you do? Give approximate 
cost of: (a) Front or exterior im- 


Ww 
HE MAGAZINE 


MOST WANTED 
BY BUSINESS LEADERS... 


Choose the SS 
Leader... 


¥ 


| provement; (b) interior remodel- 


en ae |ing or improvement, and (c) other 


improvements. 

4. What immediate repairs will 
you make? Give approximate costs, 
including decorating, new linoleum 
‘or wall coverings, electrical and 
| mechanical repairs, etc. 

5. What new signs will you in- 
stall? Give approximate cost. 

6. Will you launch a new adver- 
tising program? 

7. Will you undertake plant or 
store expansion and approximately 
what will be its cost? 

8. What new or added machin- 
ery and equipment will you pur- 
chase? Approximate cost. 


9. Will you need new banking or 
financing affiliations? To be an- 
swered if you wish and to be kept 
confidential. 

10. What can the Chamber of 
Commerce do to help you accom- 
plish a prompt and profitable re- 
turn to peacetime business? 


a co * 


Government agencies will have 
about $2,700,000,000 of modern ma- 
chine tools suitable for peacetime 
application immediately after war 
production ends, according to the 
National Machine Tool Builders 
Association. This bank of tools 
will be so great, says the associa- 
tion, that regardless of probable ex- 
pansion of peacetime manufactur- 
ing, the postwar market for new 
machines will be practically non- 
existant. 

Although the machine tool indus- 
try can take on the production of 
precision parts for airplanes and 
military equipment, its equipment 
as it now stands is not adaptable to 
the manufacture of peacetime con- 
sumer products such as vacuum 
cleaners, refrigerators, radios, auto- 
mobiles, etc., the association points 
out in the July issues of its publi- 
cation, “: Machine Tools.” Only by 
setting up substantial reserves to 
carry through the _transitionary 
postwar period can the machine 
tool kuilder carry on when the war 
is over, it asserts. 

ok ok * 


Ten thousand efforts of enter- 
prisers growing from the bottom up 
and executed enthusiastically by 
those who initiated them, will more 
securely permit postwar prosper- 
ity than one big master plan for 


Paver, essential in war and peace, had become 
commonplace and taken-for-granted because of 
familiar daily usage until restrictions sharply fo- 
cused the Nation's eyes upon its vital services. 
Certainly our world, denied paper and printing, 
would plunge abruptly to a sadly chaotic status. 


War-effort, industry, commerce and edu- JF 


TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 


os . 


cation would be immediately hamstrung. Progress 


would halt in its tracks. Today's civilization and 
that of the tomorrows to come is dependent upon 
Paper as an indispensably important ally. Good 
Paper only is worthy to serve our national 
economy . . . good papers on/y constitute the 

goal of Northwest's skilled craftsmen. 


victory Var Lyalily ? PERS 


THE NORTHWEST 


PAPER COMPANY 


CLOQUET, MINN. 


everybody, Wilfred Sykes, presi- 
dent, Inland Steel Company, and 
national vice-president and chair- 
man of the postwar committee, Na- 
tional Association of Manufacturers, 
told a conference on postwar plan- 
ning in Cincinnati recently. “With 
ten thousand individual plans,’ he 
explained, “the errors of human 
judgment will be distributed. With 
one master plan, however, if it is 
wrong, we all suffer. Government 
capacity to do the right thing at the 
right time is questionable. Decision 
is made by too few.” 

* * # 


Despite an anticipated surplus 
plant problem after the war, F. W. 
Dodge Corporation foresees a 30% 
increase in industrial plant con- 
struction in the postwar decade as 
compared with the 1930-1939 
period. The prediction is based 
upon the currently accumulating 
deferred demand for new plant 
capacity in unexpended civilian 
goods industries including food 
products, paper and pulp, printing 
and publishing, stone, glass and 
clay products, textiles, refrigerat- 
ors and cold storage, lumber and 
woodworking, leather and leather- 
working, railroad shops, and others. 


uk * * 


The publication Steel, Cleveland, 
has issued two booklets, “A Special 
Report to Industry on Postwar 
Planning” and “A Special Report to 
Industry on the Postwar Automo- 
bile,” which are reprints of contin- 
uing materia) on the subjects from 
the magazine. 

Xk * * 

Railroads will do well to hold 
50% of the nation’s transportation 
business after the war in the face 
of competition from trucking, pipe- 
lines, planes, and inland and coastal 
shipping, in the opinion of H. E. 
Stevens, vice-president, Northern 
Pacific Railroad, testifying recently 
before an emergency board of the 
National Railway Pane. 


Marshall Uses Magazines 


John G. Marshall, Inc., Brooklyn, 
N. Y., maker of photo oils and other 


photographic chemicals, will feature | 


its new Navy blue and khaki photo 
oils using monthly insertions in 
Popular Photography, American 
Photography, Camera, U. S. Camera, 
and Photographic Trade News. 
N. W. Ayer & Son is the agency. 


American Home 
Products Acquires 
2 Ohio Companies 


New York, July 7.—Completion 
of negotiations to acquire the Belle 
Center Creamery and Cheese Com- 
pany and its affiliate, O.M.S. Cor- 
poration, has been announced by 
Alvin G. Brush, chairman of Ameri- 
can Home Products Corporation. 

All outstanding stock of the two 
Ohio corporations is owned by 
Walter L. Lamb and his family, and 
is being acquired by American 
Home Products through issuance of 
6,000 shares of the latter’s stock. 
The same personnel, policies and 
management will be retained, with 
Mr. Lamb, who founded both Ohio 
corporations, continuing as presi- 
dent and general manager. 

The Belle Center Creamery and 
Cheese Company, a large producer 
of cheese, butter and other dairy 
products and by-products, was 
established in 1934, its cheese plant 
now being one of the largest in the 
Midwest. The O.M.S. Corporation, 
which produces milk sugar, has 
been selling substantially all of its 
output to the S.M.A. Corporation, 
a major subsidiary of American 
Home, which requires large quan- 
tities of this commodity in produc- 
ing infant foods and milk allergy 
products. 

Earlier this year American Home 
Products acquired Ayerst, McKenna 
and Harrison, the G. Washington 
Coffee Company, and recently E. E. 
Bartos, Inc. 


Heads Sales Federation 


Harry C. Anderson, general sales 
manager of Globe-Wernicke Com- 
pany, Cincinnati, has been elected 
president of the National Federa- 
tion of Sales Executives. He suc- 
ceeds Kinsey N. Merritt, general 
manager of public relations, Rail- 
way Express Agency, New York, 
who becomes chairman of the 
board. 


Husbands Rejoins Crowell 


Roy C. Husbands has rejoined 
the Chicago office of Crowell-Collier 
Publishing Company after a year in 
the Army as a captain. Mr. Hus- 
| bands will work on Woman’s Home 
| Companion. 


YEARLY PAYROLL 


Revise YOUR 


AKRON 


MARKET DATA 


The following figures on Akron are the latest available; use 
them to bring your Market data up to date. 


$324,000,000 


MONTHLY PAYROLL 


$27,000,000 


NUMBER EMPLOYED 


127,000 


GREATER POPULATION 


~~ 332,000 


SUMMIT POPULATION 


400,000 


A. B. J. 
MAY 


DAILY CIRCULATION 


125,277 


“8.1. SUN. CIRCULATION 


112,325 


Employment and Payroll figures are based on latest 
reports of Ohio's Bureau of Unemployment Com- 4 
pensation and are for Greater Akron only. 


AKRON BEACON JOURNAL 


AKRON'S ONLY DAILY AND SUNDAY NEWSPAPER 


New York, Philadelphia, 


Represented by: Story, Brooks & Finley 


Chicago, 


Cleveland, Los Angeles, Atlanta 
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4 hsn ' jar’a | pai in jewelry business papers. Copy will further urge dealers to 
Clothiers Told Occ er to Collier's e Makers of Watch jee oe that ae papers. | notify customers that repairs will 


to Do Postwar 
Planning Now 


New York, July 6.—Pressure will 
be on sales and advertising depart- 
ments sooner or later after the war, 
and that’s when you'll have to pull 
something interesting out of the top 
drawer, a day for which you should 
be planning right now, M. M. Leb- 
ensburger, former advertising man- 
ager, B. Kuppenheimer & Co., told 
the International Association of 
Clothing Designers at the Hotel 
Pennsylvania last week. 

A new and more difficult chapter 
in the trade’s history is in the 
making for the postwar era, Mr. 
Lebensburger told his listeners, and 
an effective, streamlined program 
must be adopted to meet the new 
order of things now visible. Fore- 
most, he enumerated, will be inten- 
sive competition with numerous 
non-related new products which 
industry will have to offer the 
public. 

Mr. Lebensburger pointed out 
that designers should bear in mind 
that costs must be brought down 
and that specialization will be more 
necessary than ever in the peace- 
time competitive era. 

“The way to meet the future,” he 
emphasized, “is to keep in step now, 
adopt a long-range view and be 
ready to get in tune with the 
changed world after victory.” 

A committee of seven was ap- 
pointed to study postwar planning 
and the style trend. Irving Bender 
of Calvert Clothing, Baltimore, 
president of the association, was 
named chairman of the committee. 


TIMELY CLOTHES BEGINS 
POSTWAR STUDY 


Rochester, N. Y., July 7.—The 
consumer has learned that the 
maker who identifies and advertises 
his product must keep it uniformly 
satisfactory in every respect, George 
N. Kaye, president of Timely 
Clothes, said today, in announcing 
the appointment of Morton Freund 
Advertising Agency, New York, to 
prepare a study and plan a national 
advertising campaign to begin in 
1944, and looking ahead to aggres- 
sive expansion in the postwar mar- 
ket. 

Based on a careful study of 
trends and the temper of retailers, 
Mr. Kaye declared, customers and 
merchants are today more _ inter- 
ested in branded apparel than at 
any other time in the history of 
men’s wear. Retailers everywhere 
are finding an ever-increasing con- 
sumer respect for labeled, adver- 
tised apparel, he said. 

“For these reasons,’ Mr. Kaye 
concluded, “we have decided upon 
a postwar program of aggressive 
national consumer advertising, and 
we feel that by beginning it now, in 
spite of wartime conditions, we will 
be helping Timely retailers to cash 
in to the fullest extent on the 
opportunities that are bound to fol- 
low the war’s end.” 


Appoint Milligan 
Sales Manager 

S. J. Milligan, for the past five 
years assistant general sales man- 
ager of the Dominion Textile Com- 
pany, Montreal, has been appointed 
general sales manager and a di- 
rector of the company, following 
the death of J. G. Dodd. 


for proof that The TOOL & DIE 
JOURNAL is read by your best 
customers and prospects in the 
13,000 largest production and tool- 
ing plants. Address: 2462 Fairmount 
Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


Chase Joins ‘Parents’ 


Martin Oechsner, recently re- Bracelets Launch 
signed as promotion manager of - 

Magazine, has been ap-| New Campaign 

pointed sales promotion manager of 

Collier’s, New York. Before joining : pert 

Mr. Oechsner was with| solve the wartime problems of re-| fact that due to restrictions on ma- 

Ward Wheelock Company, New| pairing watch attachments, a num-|terials, manufacturers have been Alice Mason to WFIL 


|are put on and off about 800 times | entail delays; not to send in watch , — 
a year, resulting in considerable | bands beyond repair; and to be pru- ' 
wear, dealers will be advised to | dent in making new sales by not 
send repairs directly to the manu-| promising customers too much, but 
facturer and not to the wholesaler.| rather explain material shortages 
Providence, R. I., July 6.—To| Copy will acquaint dealers with the | and product limitations. 


Robert D. Chase, formerly with 
the American Home, has _ been 
named promotion manager of Par- 
ents’, succeeding Mr. Oechsner. 


ber of the larger manufacturers 
here have joined together as the 
Watch Attachment Research Com- 


forced to use other metals for watch ; : 
attachments, chiefly gold and silver, Alice Mason, formerly of Station 
not as satisfactory as cheaper} WHAR, Morgantown, W. Va., has 


mittee, and have pooled funds to| metals, although of greater intrinsic | joined the promotion department of 


conduct a national advertising cam-| value. 


Station WFIL, Philadelphia. 


SALES 
CONFERENCE 


1941 


SALES: 
CONFERENCE 


1942 
J 
‘ 


SALES. 
CONFERENCE 
1943 


—_— 


Has the day arrived when salesmen are no longer needed? 
...when sales costs can be whittled to zero?...when 
goods sell themselves? And what will happen on 
the distribution front when peace is declared?... 

We have devoted much time and study to this subject, and will 


be glad to exchange ideas with interested advertisers. 


LAWRENCE C. GUMBINNER ADVERTISING AGENCY 


9 EAST 41ST STREET, NEW YORK 17,N. Y. 
ADVERTISING FOR TODAY—and Tomorrow 
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‘Collier's’ Page 


Will Launch New 
Campaign for Reo 


Lansing, Mich., July 7. — The 
opening gun of a national advertis- 
ing campaign to help keep the 
American public Reo-conscious and 
promote the war effort will be fired 
in the July 24 issue of Collier’s with 
a full-page color advertisement for 
Reo Motors. 

The opener, relating how Reo 
trucks help move vast timber re- 
sources “up to the front,’ will be 
followed by a series of advertise- 
ments in a list of magazines that 
also includes Nation’s Business, 
Newsweek and Time. Copy in rep- 


en 


sees Baty) 
fammrmm READ BY ALMOST 


EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


resentative trade and vocational 
papers will supplement the drive, 
which is to continue to May, 1944. 

Illustrating the uses of wood in 
the making of Liberty ships, PT 
boats, aircraft and prefabricated 
nomes for war workers, the initial 
advertisement says that Reo trucks 
are in the thick of the fight in mov- 
ing wood from logging camps to 
processing centers. “With tradi- 
tional Reo superiority, they master 
the heaviest loads, conquer the 
roughest roads, and in every way 
measure up to their time-honored 
reputation as ‘America’s Toughest 
Truck,’” the copy continues. 

The series will incorporate im- 
portant messages helpful to the gov- 
ernment in building public morale | 
and inspiring complete civilian 
cooperation in the many phases of 
the war effort. 

Geer-Murray Company, Oshkosh, 
Wis., directs the Reo account. 


Ullman Adds Murphy, 
Two New Accounts 


Patrick D. Murphy, formerly of 
the Dublin Independent and the 
London Daily News, has joined the 
copy staff of Roland G. E. Ullman 
Organization, Philadelphia. 

The agency has been appointed 
to handle two new accounts: Sprout 
Waldron & Co., Muncy, Pa., and the 
Wilmington Fibre Specialty Com- 
pany, New Castle, Del. Business 


papers and direct mail will be used. 


Five Keys to Its 
Success, Barrett 
Advises Dealers 


New York, July 7.—Reputation, 
products, personnel, advertising and 
promotion are credited with making 
possible the success achieved by the 
Barrett Division in a new brochure 
recently mailed to a limited list of 
prospective dealers in the building 
materials field. 

The plastic-bound brochure, an 
invitation to these dealers, starts 
off appropriately “You are invited 
to join forces with a great and suc- 
cessful business.” Over-all results 
of the promotion are not yet tabu- 
lated, but numerous favorable re- 
sponses greeted the mailing. 

To leaders in the building profes- 
sion, Barrett tells the dealers, its 
name is synonymous with quality 
building materials and it offers them 
“one of the most complete lines of 
roofing products obtainable,” as 
well as other basic building ma- 
terials. 

“Barrett building products enable 
you to invade new markets and 
meét building requirements, both 
today and after the war when the 
stiffer competition in the postwar 
building boom will call for the ut- 


Price Lists 


master pressmen. 


matter direct from Chicago 
distribution. 


presses print. 


OUR SPECIALTIES 


General Printing 


Typesetting Always clean linotype and 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
the central point of 
The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


CATALOGUES 
PUBLICATIONS 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers *3 Hall Co. Plant) 


Catalogues Publications eto 
Booklets Paper Covered Books 
Flyers House Organs 

Proceedings Convention Dailies 


Management. 


large or small. 
obligation. 


PRINTING PRODUCTS CORPORATION 


wo Printers 


ONE OR MORE COLORS 


Excellent Quality 
Due to— Modern Equipment and Master 


Quick Delivery 
Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 
Due to—Superior Facilities and Efficient 


Satisfied Customers 


Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 


Let us estimate your printing needs —however 


LOCAL 


publication, catalogue, ad- 


Estimates place you under no 


Dun & Bradstreet, inc. Rates 
Printing Preducts Cerperation 


when 0000 Polk and La Salle Sts., Chicago, III, © “Nese 
a a = 


most flexibility,” the company de- 
clares. 

The company’s salesmen and rep- 
resentatives are not “order takers” 
but “silent partners” of a carefully 
chosen list of distributors and deal- 
ers, Barrett points out. 


Tells Pioneer Role 


On the subject of advertising, 
Barrett claims to have pioneered 
the use of national advertising for 
the advancement of correct roofing 
practice, adding that “since 1906, 
literally over a billion Barrett ad- 
vertising messages have been pub- 
lished,” exerting influence upon 
consumers through national maga- 
zines and upon architects, engineers 
and factory maintenance men 
through business papers. 

“It is particularly significant,” 
the company says, “‘that today Bar- 
rett’s national advertising ranks 
among the best-read sales messages 
being published. This fact has been 
established by scientific national 
readership surveys, and 
the degree of efficiency with which 
Barrett advertising is being keyed 
to the public interest even during 
these sensational times.” 

Much research and field study 
goes into the promotion material 
employed, the company says, in- 
cluding direct mail campaigns, 
mailing folders, and postals, cata- 
logs, visual consumer sales manuals, 
product literature, job and building 
signs, window, counter and store 
displays, letterheads, business cards, 
blotters and business forms, a com- 
prehensive newspaper advertising 
service, and salesman’s and store 
sample displays, reference manuals 
and other aids. 

Remodeling and repair work is a 
greatly underestimated market in 
the industry today, the company 
contends. In addition, more than 
1,300,000 war housing units are 
needed this year and 600,000 new 
dwellings and a similar number of 
conversion jobs are planned. 

“Your share of this tremendous 
market will be influenced greatly 
by the reputation of the products 
you sell,” Barrett tells the dealers. 
“The name Barrett on those prod- 
ucts needs no defending or explain- 
ing, for Barrett specifications meet 


today’s building market.” 


Shaper Executive 
Not A. F. Baumgartner 


The new advertising manager of 
Cincinnati Shaper Company, Gin- 
cinnati, O., is Al Baumgartner and 
not, as recently reported in ApDVER- 
TISING AGE, Al F. Baumgartner. Mr. 
Baumgartner came to Cincinnati 
Shaper Company from the Cincin- 
nati office of General Electric Com- 
pany. 

Al F. Baumgartner, former presi- 
dent of Thompson-Koch Company, 
has not as yet announced a new 
connection. 


Molitor Joins Stern 

W. D. (Don) Molitor, formerly in 
charge of sales and advertising, 
Telephone Exchange, New York, 
has joined Edward Stern & Co., 
Philadelphia, as head of market 
analysis, sales promotion and post- 
war planning. 
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the highest standards called for in| 
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This is one of a series of advertisements 
currently appearing in a wide list of na- 
tional magazines, said to be the largest 
campaign ever conducted for its per- 
fumes by Al Rosenfeld, Inc., New York, 
distributor of Suzanne, Vigny and Worth 
perfumes. Kleppner Co., New York, 
handles the account. 


Rosenfeld Moves 
Advertising Drive 
Into High Gear 


New York, July 6.—Said to be 
the largest advertising campaign 
ever conducted for its perfumes, Al 
Rosenfeld, Inc., distributor of Su- 
zanne, Vigny and Worth perfumes, 
has expanded its schedule to a wide 
list of national magazines. 

Running well into December and 
using two-thirds black-and-white 
pages, advertisements will appear in 
Charm, Esquire, Fawcett Women’s 
Group, Glamour, Harper’s Bazaar, 
Mademoiselle, The New Yorker, 
Playbill and Vogue. 

The campaign will be further 
augmented by cooperative tie-ups 
with department stores across the 
country, by which newspaper ad- 
vertisements will feature the per- 
fumes. Kleppner Company, New 
York, handles the account. 


Appoint Representative 


The Detroit News and Booth 
Newspapers, Inc., have appointed 
Dan A. Carroll, New York, eastern 
advertising representative, effective 
Aug. 1 


experienced in this field. 


questing interview. 


GROVE’S COLD TABLETS 
4 WAY COLD TABLETS 


ae 


RESEARCH MAN'S 
OPPORTUNITY 


LARGE Pharmaceutical Manufacturer offers an 
exceptional opportunity for a top-notch research man 


necessary, successful applicant must be able to lay 
out advertising tests which permit clear and conclusive 
analyses, be familiar with market research, able to in- 
terpret Nielsen Drug Audits in terms of practical appli- 
| cation, foresee market trends and assist in post-war 
| planning. One familiar with radio coverage is par- 
ticularly desirable. Applicants must be draft exempt 
| and capable of earning the substantial salary this posi- 
tion commands. Give complete qualifications when re- 


| THE GROVE LABORATORIES, Inc. 
ST. LOUIS, MISSOURI 


PAZO OINTMENT 


While no copy writing is 
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San Francisco Ad 
Club Gives Full 
Aid to War Effort 


San Francisco, July 6. — The 
vVietory Advertising Committee of 
the San Francisco Advertising Club 
has stepped up to an all-time high 
its local war efforts in cooperation 
with national organizations and 
service groups. 

Earlier this month the committee 
completed one program successfully 
and now is engaged in putting 
across three other all-inclusive 
campaigns, with advertising playing 
a prominent role in each. Under 
supervision of Wilmot P. Rogers, 
California Packing Corporation, a 
member of the executive committee, 
it gave heavy promotion to benefit 
performance of the motion picture, 
“Stage Door Canteen,” at the San 
Francisco Opera House, June 13. 
Proceeds from this performance 
vent to maintenance of the San 
Francisco Stage Door Canteen. 


Aiding Others 


The committee also is aiding the 
Red Cross blood donor service, with 
Carl J. Eastman, N. W. Ayer & Son, 
in charge; the Red Cross nurses aid 


Admen in the 


Armed Forces 


L. W. Marvin, general manager of 
Fruit & Vegetable Promotions, 
Washington advertising agency, has 
been granted a leave of absence to 
join the armed forces. Mr. Marvin, 
at one time advertising manager of 
the Florida Citrus Commission, is 
a veteran of World War I and has 
two sons in the armed forces. 

Capt. Henry Wesley Webb, public 
relations officer at Jefferson Bar- 
racks, Mo., for the past year and 
formerly western manager of the 
trademark service division of Amer- 
ican Telephone & Telegraph Com- 
pany, has been promoted to major. 


A native of Denver, the new Major 
Webb was with AT&T in New York 
and Chicago before going to St. 
Louis. He was a lieutenant in 
World War I. 

Arthur Hallam, who before the 
war operated his own Sales Re- 
search Service, Pomona, Cal., is 
now with the sixth special Navy 
construction battalion and is sta- 
tioned on “Island X” in the Pacific. 
He intends to reestablish the service 
upon his return to the West Coast. 

Merrill Ormes, recently with the 
advertising department of Fair- 
banks, Morse & Co., Chicago, and 
previously advertising manager of 
Dog World, is in the Coast Artillery, 
stationed at Camp Haan, Cal. 

George Poland, account executive 
of Young & Rubicam Ltd., Mont- 
real, is taking the officers’ training 


course at Three Rivers, Que. 

George D. Beck, account execu- 
tive of Geare-Marston, Philadelphia, 
for the past six years, has left to 
accept a commission as lieutenant 
(jg) in the naval reserve. 


Charles H. Bosken, assistant to 
the director of personnel and indus- 
trial relations of Schenley Distillers 
Corporation, at Cincinnati, has been 
commissioned an ensign in the Navy 
and is to report for duty at Quon- 
set, R. I., with the air combat intel- 
ligence. He joined Schenley in 1937 
as editor of the company’s employe 
publication, “Remarks of Merit.” 
Previously he was with the Cincin- 
nati Enquirer. 

Frank Delano, account executive 
for Young & Rubicam, has received 
a commission as lieutenant in the 
U. S. naval reserve. He expects to 


be called to active service in a 
month. 


Joins Towne Advertising 


Robert D. Towne, formerly with 
McGraw-Hill Publishing Company, 
New York, as assistant editor of 
Product Engineering, and with Dell 
Publishing Company as assistant 
director of research and promotion, 
has joined Towne Advertising, New 
York, operated by his father, W. L. 
Towne. 


WFCI Appoints Rambeau 


Howard W. Thornley, president 
of Pawtucket Broadcasting Com- 
pany, has appointed William G. 
Rambeau Company, New York, as 
national sales representative for 
Station WFCI, Pawtucket, R. I. 


recruiting program, under direction | 


of Al C. Joy, Pacific Gas & Electric 
Company; and the aircraft warning 
service recruiting program, under 
supervision of Keene Fitzpatrick, 
publishers’ representative. 

A card similar to the appeal 
backed by the War Advertising 
Council, “A war message in every 
ad,” was produced by the local com- 
mittee and sent to all advertising 
agencies and media to be displayed 
in their offices. A facsimile of the 
card is mounted on a miniature 24- 
sheet poster and displayed at all 
meetings of the San Francisco Ad- 
vertising Club, and is reproduced 
the club’s 
publication. 


FULL SUPPORT GIVEN 
NEW ORLEANS DRIVE 


New Orleans, July 6.—Adver- 
tisers of this city—including retail- 
ers, manufacturers, wholesalers and 
industrial and war plants — have 
agreed to set aside 5% of their ad- 
vertising budgets to pay space costs 
of the wartime campaign of the War 
Activities Promotion Committee. 

The city-wide committee was set 
up this spring under joint sponsor- 
ship of the retail merchants’ bureau 
of the New Orleans Association of 
Commerce and the Advertising Club 
of New Orleans. E. Davis Mc- 
Cutchon, sales promotion manager, 
D. H. Holmes Company, is general 
chairman. 

A subcommittee considers  re- 
quests for advertising space from 
all of the various federal and war 
agencies in the city, and makes up 
an operating schedule for each 
month. A_ production committee 
later translates the adopted themes 
nto layouts and copy and places 
them in the various media. Ad- 
vertising support has been given 
many campaigns since the commit- 
tee was established. 

Media have given the committee 
the benefit of volume space commit- 
nents, which enables small adver- 
lisers to buy space on the same basis 
is large advertisers. The media 
themselves have no representatives 
nm the committee, eliminating any 
‘riticism that they have a selfish 
nterest in the plan. 


Newspaper contracts, according to! 


Mr. McCutchon, total 750,000 lines 
nd comparable space will be used 
n radio, outdoor advertising and 
ar cards. 
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By DAHL 


Boss Tes DAHL To DRAW Some 
CARTOONS To DRAMATISE LEADERSHIP 
STORY OF HERALD -TRAVELER . 


HE PICTURISES BLANKET CIRCULATION 
DOMINANCE IN BOSTON MARKET. 


AND ILLUSTRATES LEAD IN DEPARTMENT 
STORE AND GENERAL ADVERTISING 
LINEAGE , 


4) 


DEPICTS LEAD IN FooD FINANCIAL. 
AND ALL OTHER IMPORTANT FIELDS. 


GETS ACROSS IDEATHAT HERALD — 
“TRAVELER HAS MAINTAINED THIS 
LEADERSHIP FoR 15 YEARS OR MoRE. 


ASKS BoSS IF HE'S SURE ABOUT THAT 1S 
YYEARS LEADERSHIP BECANSE HE HASNT 
WORKED FoR THE OUTFIT TRAT LONG. 


— 


~ 
' 
3 


Boston. 


Maras 


\ ormerly a_ space-buyer’s 
Boston “levelled out” more than 15 years 
ago as the Herald-Traveler won and main- 
tained a dominant position in the factors 
that influence media selection. 
when schedules are being made up, it’s 
easy to be right, with the majority of 
national and local advertisers who select 
the Herald-Traveler as No. 1 paper in 
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Sees Greatest Era 
of Prosperity 
JustAhead 


But Business Must 
Do No Bungling, Baker 
Tells Sales Executives 


New York, July 7.—The stage is 
being set for the greatest period of 
prosperity the world has ever 
known, and business men must be 
careful not to bungle or let anyone 
else bungle the opportunity, Melvin 
H. Baker, president of the National 
Gypsum Company, warned yester- 
day at a luncheon of the Sales Ex- 
ecutives Club of New York at Hotel 
Roosevelt. 

While expressing gratitude “for 
the many postwar plans being set 
forth by all kinds of social and eco- 


Write for circular on 


ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


by A 


S1GM CO, LIMA, OHIO 


nomic planners,” Mr. Baker said 
that his greatest objection to the 
long-distance planner is that those 
least experienced in making history 
are “hell-bent on blue printing” 
every detail of the future life of 
Americans. They are long on high- 


sounding objectives, but short on 
how to reach them, he added. 

“But why poke fun at the plan- 
ners?” he asked. “It is better that 
we get into this game ourselves. If 
the future is planned entirely by 
others, we may be left out of the 
picture.” 


Must Be Ready 


It is fundamental that business 
play an affirmative part in shaping 
the government under which it will 
operate, Mr. Baker continued. He 
added that business must be ready 
with sound proposals, based on ade- 
quate information, and must be pre- 
pared to influence the public to ac- 
cept them. 

Mr. Baker found reason for opti- 
mism in the fact that every one, in- 
cluding business, labor and govern- 
ment, had the common objective of 
full employment for all those will- 
|ing and able to work. In addition 
| to this common goal, he said, there 
|'were four economic conditions 
which would make for prosperity 
after the war, namely, plenty of 
purchasing power, a demand for 
| everything, increased capacity to 
| produce and a skilled labor force. 
| “Add to these four elements a 
| Realiny political and social environ- 

ment, and prosperity in the sense of 


jobs for every one is possible,” he 
said. 

Speaking for his own industry, Mr. 
Baker asserted that rehousing 
America would be an enormous job 
and that it would have a far- 
reaching and stimulating influence 
on all business. Basing his estimate 
on the under supply of new build- 
ings since 1929 and the virtual 
elimination of private construction 
during the war, he predicted a de- 
mand for 1,000,000 new family 
dwellings in each of the next ten 
years. 

Discounting recent statements 
that there would be little need for 
additional industrial building be- 
cause of the large number of plants 
put up during the war, he cited sur- 
veys which show that 50% of exist- 
ing plants are classed as obsolete. 


Appoints L. E. McGivena 


Air Associates, Teterboro, N. J., 
designer, manufacturer and sup- 
plier of aircraft parts, materials, 
equipment and accessories, has ap- 
pointed L. E. McGivena & Co., New 
York, to direct its advertising. 


Baldwin Joins Blue 


Hanson W. Baldwin, New York 
Times naval and military analyst 
and Pulitzer Prize winner, has joined 
the staff of the Blue Network, and 
will make his debut as a commenta- 
tor July 25 when he begins a weekly 
series to be heard Sunday from 3:15 
ito 3:30 p.m., EWT. 


Plan for Disposal 
of Surplus Gov't. 
Material Revealed 


War Department this week revealed 
a new plan for disposing of surplus 


finds its way into the war produc- 
tion program or into civilian chan- 
nels if it is not required for produc- 
tion. 

The changes in policy are em- 
bodied in revised procurement reg- 
| ulation number seven, which speci- 
| fies the procedure for disposing of 
all such properties. 
through studies by the redistribu- 
tion and salvage branch, production 
division, Army service forces, and 
other government agencies, the new 
procedure authorizes Army disposal 
|of industrial property for direct war 
use at any time by sale or lease to 
war contractors; by transfer to 
other war departments or to the 
Navy; or by transfer to the Ameri- 
can Red Cross and the USO. 

The property is broken down into 
five groups: (1) Critical equipment 
items, such as steel valves, machine 
tools; (2) construction equipment; 
(3) equipment and other industrial 
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HERE’S VIGOROUS AND HEALTHY GROWTH 


San Antonio's civilian population increased 22.3°/, 
between April |, 1940 and March |, 1943. That's 


vigorous growth! 


It's also healthy—for San Antonio is ONE of the 
SIX metropolitan counties in the ENTIRE United 
States listed by the Census Bureau, in a survey 
released Jan. 15, 1943, as having the most rapid 
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wartime growth and the BEST postwar prospects 


of retaining its growth! 


The latest C. E. Hooper Listening Index (April- 
May) shows that more of the population, both old 
and new, listen regularly to WOAI than all other 
stations combined—morning, afternoon and night! 
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Represented Nationally by EDWARD PETRY & CO. 
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NFLUENCE OF THE SOUTHWEST 


Washington, D. C., July 7.—The)| 


government property, a plan whose | 
object is to see that such property | 


Achieved | 


STAMP BOOSTER 


“SAM 90 


help us bomb Tokyo 


again and again! 


| 
| 


Buy Extra War Stamps 
To Build The New 


SHANGRILA 


(RON RETAILERS FOR VICTOR) 


The first of a series of newspaper adver- 
tisements sponsored by the Akron Mer- 
chants Association, this copy in support 
of the "Shangri-La" war stamp cam- 
paign during July is part of the nation- 
wide Retailers for Victory program. Jes- 
sop Advertising Company, Akron, pre- 
pared the copy. 


| property not included in other cate- 
gories, which would be distributed 
on a national basis; (4) controlled 
materials such as copper; (5) prop- 
erty which can practically be redis- 
tributed on a regional rather than a 

| national basis. 

| War Use Comes First 


Circularization lists of all prop- 
erties will be published, and for a 
20 day period property may be dis- 
posed of only for direct war use by 
government agencies or war con- 
tractors. After the 20 days, the re- 
maining items of construction 
equipment will be reported to the 
procurement division of the Treas- 
ury. Sueh items as are not dis- 
posed of by Treasury within a rea- 
sonable time may be sold by the 
War Department to any purchaser. 

Construction equipment will fol- 
low a similar pattern, except that 
_ the corps of engineers will screen 
paw equipment to make sure that 
material suitable for tactical use is 
retained by the Army. At the end 
|}of 20 days the list of unclaimed 
| equipment will go to the War Pro- 
| duction Board, which will see that 
| the equipment is available to com- 
ponent agencies, or to private pur- 
chasers. 

After a reasonable time, items for 
which no use can be found will be 
scrapped and returned for use as a 
basic metal. 

The new procedure, marketing 
observers feel, is significant in that 
it shows what methods will be fol- 
lowed to dispose of material 
|amassed to meet certain programs 
when those programs are changed— 
e.g., the recent cutback in tank pro- 
duction. Further, these observers 
believe that the procedure may hold 
good for many civilian items, 
should the War Department find 
that its backlog is too large. 


Swigart Named Ad Head 


Martha Swigart has been ap- 
pointed advertising manager of Jay 
Thorpe, Inc., New York, succeeding 
Ruth Waltz. Miss Swigart was pre- 
viously with Macy’s, Bonwit Teller, 
and Vogue, as fashion copywriter. 


Henderson in Biow Post 


Leon Henderson, former OPA ad- 
ministrator, recently named chair- 
|man of the board of editors, Re- 
| search Institute of America, has ac- 
cepted the post of economic consult- 
ant on postwar problems to the 
Biow Company and its clients. Mr. 
Henderson will continue his duties 
with the Research Institute. 


A RARINRCT 


Business executives 
invested $25,770 last week 
to read NATION’S BUSINESS 
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Wi artime Population Shifts 


Shuffle Major 


Figures on 138 Areas 
Given, Based on 1943 
Ration Book Counts 


~ 


By ARNO H. JOHNSON 


[Editor’s Note: In this articie 
Arno H. Johnson, director of media 
and research for the J. Walter 
Thompson Company, New York, 
presents the first detailed analysis 
of wartime population shifts in the 
nation’s metropolitan areas, as indi- 
cated by registrations for Ration 
Book No. 2. Figures presented in- 
clude registrations through March 
1, 1943, so that the statistics are 
almost completely up to date. In 
each case statistics are presented for 
the metropolitan area, as set up by 
JWT market analysts several years 
ago. They are undoubtedly the most 
accurate, and the most nearly cur- 


rent figures on population which 
have ever been available in this 
country. | 


Population shifts that have taken 
place in the United States since the 
census of 1940 are far too great to 
be ignored. 

The J. Walter Thompson Com- 
pany study of registrations for Ra- 
tion Book No. 2 in the spring of 
1943 indicates that the migration of 
workers to war production centers 
has increased the civilian popula- 
tion of metropolitan markets by 
almost 2% millions in spite of the 
heavy drain on these centers to 
supply the armed forces. On the 
other hand, this migration plus the 
demands of the armed forces has 
decreased by over 5% millions the 
civilian population of the areas out- 
side the metropolitan markets—the 
smaller cities, rural and farm. This 
shift explains in part our food pro- 
duction problems. 


Metropolitan Markets Gain 


in Importance 


The Ration Book No. 2 registra- 
tions indicate that approximately 
70% millions, or 55%, of the esti- | 
mated present total U. S. civilian | 
population of 128% million live in 
241 counties comprising the 138 
metropolitan markets over 50,000, 
while the remaining 2,832 counties 
represent about 45% of the civilian 
population. In 1940 the metropoli- 
tan markets had 514%2% of the total 
population. These broad changes 
since 1940 are summarized in 
Table 1 on Page 40. 


Wide Variations Between 
Varkets—1943 vs 1940 

Of major significance to market- 
ing executives is the fact that the 
individual metropolitan markets 
have not shared equally in the mi- 
gration of population to the produc- 
tion centers. Some cities have had 
startling increases since 1940 while 
others have lost population. Table 
2 shows the 20 markets that have 
gained the most rapidly since 1940 
percentagewise and the twenty mar- 
kets that have the largest individual 
numerical increases in population 
based on preliminary reports of 
registrations for Ration Book No. 2. 

Mobile, Ala., with an increase of 
57.9% 
Newport 


News, Va., with an in- 


U.S. Markets 


crease of 50%, show the most rapid 
growth since 1940 while Detroit, 
with a population gain of over 370,- 
000, and San Francisco - Oakland 
with an increase over 236,000, lead 
in the number of new inhabitants. 
On the other hand the major mar- 
kets of New York and Boston ap- 
parently have lost population in 
substantial numbers. 


Rapid Shifts During Last 10 
Months—1943 vs 1942 


Registrations for Ration Book No. 
2, as of March 1, 1943, when com- 


aid with the Bureau of the Cen- 
sus estimates of civilian population 
as of May 1, 1942 show that major 
changes have continued to take 
place during that 10-month period. 

Amarillo, Oklahoma City and 
Norfolk, for example, added over 
20% to their civilian populations 
within less than a year. There were 
12 markets that added over 50,000 
population during these 10 months. 
San Francisco-Oakland, for ex- 
ample, had an indicated increase of 
over 160,000 while the Norfolk- 
Portsmouth-Newport News market 
added over 88,000 to its already ex- 
panded tot 

Increases such as these cannot be 
ignored in marketing plans. Table 
3 shows the 20 markets that have 
gained the most rapidly since 1942 
percentagewise and the 20 markets 
that have the largest indicated nu- 


Reprints of the ending 
itan area tabulation on the 
following pages, on heavy 
stock suitable for desk or 
wall use, are available at 
25 cents each, or 15 cents in 
quantities of 10 or more. 
Address Editor, Advertising 
Age, 100 E. Ohio St., Chi- 


cago. 


merical increases in population since 
1942. 


How Figures Were Gathered 


These 1943 figures were compiled 
by the J. Walter Thompson Com- 
pany and were based on figures ob- 
tained from the local ration boards, 
either direct or through the coop- 
eration of the local newspapers who 


contacted the local boards. The fig- 
ures shown are the counts of the 
number of registrations for War 
Ration Book No. 2 as a result of the 
nationwide registrations in the lat- 
ter part of February, 1943. The 
counts for the local boards within 
each metropolitan county were com- 
bined to obtain a total for each met- 
ropolitan market composed of one 
or more whole counties. 

The Bureau of the Census based 
its estimates of the civilian popula- 
tion by counties as of May 1, 1942 
on sugar registration figures with 
certain adjustments. The Bureau 
stated that it believed the sugar 
registration figures were a more re- 
liable indicator of population 
changes than any of the commonly 
used indices such as school data, 
public utility customers, etc. 

Likewise, it is our belief that the 

(Continued on Page 39) 


and Norfolk - Portsmouth -| 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletia 


Over 50% of all new Los Angeles 
aily newspaper readers choose 
The Evening Herald-Express! 


Three of the four Los Angeles daily newspapers have shown circulation gains since 1941. 


The most significant fact, however, is revealed by a comparison of publishers’ statements for the 


final pre-war quarter of 1941 and the first quarter of this year. Such comparison shows that The 


Evening Herald-Express has been chosen by 53.4 per cent of all new Los Angeles daily newspaper 


readers. 


With all Los Angeles dailies selling for five cents, and with no artificial stimulation of cir- 


culation by any, the choice of a newspaper is entirely one of reader preference. 


Daily Net Paid Circulation 


286,948 


For 3 Months Ending 


Herald-Express 


LEADS 


2nd Paper . 
3rd Paper . 
4th Paper . 


NEW HAVEN 


— _HERALD-EXPRES 


| 
| Largest Circulation of Any Daily Newspaper in the West 
| 


Merch 31, 1943 


36,821 
37,737 
62,360 


years. 


creases in proportion to population gains. 


LOS ANGELES EVENING 
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No other newspaper in the West reaches such a vast 
daily reader audience . . . an audience which steadily in- 


Thus advertisers 


are provided with the medium to economically and effee- 
tively insure a favorable present and post-war position in this 
outstandingly rich market where growth has been continu- 
ous in peace and war years alike. 


Year after year The Herald-Express 
maintains its daily circulation lead 


The figures at the left show plainly that there is no ‘nip and 
tuck’ race for daily circulation leadership in Los Angeles . . . The 
Evening Herald-Express has held a commanding leadership for 


The only Los Angeles newspaper with all four leading wire 
news services, and enjoying an hours ahead time differential, The 
Evening Herald-Express literally brings its readers ‘tomorrow's 
world news today’. 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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ADVERTISING AGE 
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1942 Govern- 
ment cst imate 
Of Civilian 
Population 
(Based on Sugar 
Market g 
Sry Sina 
"A" Markets (Over 2,000,000) 
New York-Northeastern Wew Jersey 11,550,332 11,119,944 
Chicago 4,581,111 4,705,110 
Philadelphia 3,064,011 3,128,278 
Les Angeles 2,916,403 3,044,439 
Boston 2,324,955 2,799,546 
Detroit 2,377,329 2, 698,595 
rittsburgh 2, 283,555 2,222,480 
Total "A" (7 Karkets) 29,597,696 29,718, 392 
“B" Markets (Center over 250,000) 
San Franciscoakland 1,461, 80% 1,538,170 
St.Louis 1,432,068 1,520,234 
Cleveland 1,267,270 1,279,819 
Balt inore 1,082,300 1,124,220 
nn Paul pt esi 568 
Buffalo-Niagara Falls 958, 487 965,628 
oa, te ee 
ae cere, Be le 
1 
New Orleans 552, 2le 579,219 
Houston 528,961 52,921 
atlanta 479,828 501, 284 
Indianapolis 160,926 490,251 
459,930 499,409 
louisville 451,472 495,865 
kKoche ster 438,230 421,596 
Portland,vre,. 412,229 422,889 
me me ine 
Ve »712 +07,10 
Denver 335,287 395,933 
wemphis 358,25C 353,100 
Toledo Bhk, » 333 332,089 
Sar. Antenio 338,176 352,112 
Total "B" (26 markets) 17,647,646 18,513,651 
nC" Markets (het. Dist. Ower 100,000) 
Serantor—Vilkes Barre 742,761 661,012 
Hart ford-New Britain 506,188 554,869 
worcester 504, ,4,70 491,948 
New Haven-‘aterbury 48h, = 517,882 
Youngstown 473,605 2, 
teem ise bse 
Bri port ° ote 
Springfield-Holyoke ,Lacs, 4,04, ,568 4,02 ,881 
ALlentown-Bethlehem--aston 396,673 son sat 
Akron 386,065 714 
Pall River-new Bedford 364, , 637 361 , 994, 
Norfolk-t ortsmout htliewpo rt 
News 343,423 427, 266 
Omaha—Ceuncil Bluffs 31,318 ans 
Dayton 295,480 | 
Syracuse 295,108 0 sis 
San Diego 289, 348 9LL, 
Tampa-St .Petersturg 272,000 271, 604 
Miami 267,739 264,116 
Richmond 266,185 272,312 
Ut ica-Rome a a kas 
Nashville 257,2 ° ’ 
Dulut h-Superior 254,036 239,083 
Grend Rapids 246,338 2k, 537 
Cklahom City be, 159 216,493 
Reading 241,884 232,587 
Canton 23, , 887 250,538 
wheeling 2M FL 221,872 
Flint 227 , Shake 226,015 
Fort forth 225,521 raga 
Wilmington, Del. 221,630 ’ 
Johnstown 213,459 236, 702 
Lancaster ’ ’ 
Feoria 211,736 201, 256 
Salt Lake City 211,623 219,037 
Chattanooge 211,502 227 ,699 
Jacksonville,Fla. 210,143 257 »233 
Saginaw-Bay City 205,449 203,132 
Davenport-tock Is land-u>) ine 196,071 209,293 
Trenton 197,318 201,183 
Charleston, .Va, 195,619 Pe 
Tulsa 193,363 ’ 
Hunt ington-ashland 190,102 185,630 
P 186,193 185,446 
Tacom a ee 
Erie ,889 405 
Knoxville 178, 468 185,725 
harrisburg 177,410 181,030 
San Jose 174,949 171,881 
ton , ’ 
a 164,652 155,780 
South Bernd 161,823 165,856 
Bvansville 157,803 167,126 
Racine-Kenosha 157,552 154, 363 
any 1551084 163,950 
Port 5, ’ 
Charlotte 151,826 148,039 
Shreveport 150, 203 155,915 
Portland, me. 146,000 150,678 
Beaumont-—Port arthur 145,329 159,254 
Wichita 143,311 177,542 
kobile aa oe ia ous 
Altoona 40,3 2, 
© Paso 131,067 135, 31s 
Lans 130,616 128,624 
Atlantic Cit , ’ 
Roc kford ’ 121,178 130,928 
namilton-siddlet om 120,249 125,970 
noanoke , 109,255 
Total 4°, *B", “ce 
(106 Markets) 64,517, 373 ©5920» dadede 


Population Trends in Metropolitan Markets As Indicated 
by Registrations for Ration Book No. 2 


1943 


Kation Book 


#2 Regis- 


(larch 1) 


11,108,017 


29,058, 564 


19,140,784 


TL , 656 

532, 629 

409,082 

485,764 

491,974 

411,956 
* 


391,738 
389,818 


412,994 
349 530 


17,980,845 


66,780,194 


Indicated Increase “r Decrease 
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#1943 figures incomplete - 1942 figures used in total. 


1943 
vs. 


2242 


627,133 


79, Ol, 
=22,01,0 
22,266 
-32,096 

29,952 
-) 9,720 


r. 
1943 


vs. 


2240 


75,472 


1,493,138 


-2,)05 
26,641 
-34,788 
1,468 
18, 369 
-23, 067 
28 , 41,0 


853,750 2,262,821 


Coumties Included In J, Walter Thompson Company 
Definition uf Letropolitan Market 


Bronx, Kings, Nassau,New York,Queens,Richmond,Rockland and vestchester,N.Y. 
Rergen, «ssex, Hudson, Middlesex, wonmouth,Uorris,Passaic and Union, Keds 
Cook,Du rage,iake, I11.; Lake, Ind. 

Deleware, sontcomery, Philadelphia, Bucks, }a.; Burlir.gton, Camden,Gloucester,h.J, 
lve Angeles,Orange,Calif. 

Sesex, Middlesex,Norfolk,Plymouth,Suffolk, uaes, 

Macomb, Vakland,Wayne, Mich. 

Alleghany, Fayette, :ashington, estmoreland, Beaver, Pa. 


Alameda,Contra Costa, uarin,San Francisco,San Mateo,Solano, Calif. 
St.Louis City,St.Louis Co.,St.Charles, 50.; Madison,St.Clair,I1l. 
Cuyahoga, Lake, Ohio 

Anne Arunde],Baltimore City, Baltimore Co.,hd, 

District of Columbia,kontgomery,Prince (eorges,md.; Arlington, Fairfax,Va. 
Anoka, Hennepin, Ramsey, vashington, Dakota, uinn, 

erie ,Niagara,!!.Y. 

kilwaukee, ukesha, ivis. 

Hamilton, Uhio;Dearborn, Ind. ;Campbell, Kenton, Ky. 
Jackson,Clay,Mo.; Johnson, ‘iyandotte, Kans, 

Bristol, Kent ,Newport, Providence,R.I. 
Jefferson,COrleans,St.Bernard, La. 

Harris, Tex. 

King, ash. 

DeKalb, Pulton,Ua. 

Marion, Ind. 

Jefferson, Ala. 

Jefferson, Ky.; Clark, floyd, ind. 

Monroe ,N.I. 

Clackamas, bultnomah,vre. 

Dallas, Tex. 

Franklin, 0. 

sale ed fferson,Colo. 

Shelby, enn. 

Lucas, 0. 

Bexar, Tex. 


Lackawanna, Luzerne,Pa. 

Hartford, hiddlesex,Conn, 
Worcester, bass. 

New Haven, Conn. 
¥Yahoning,Trumbull,U.; mercer,ra. 
Albany, ensselaer, Schenectady, i..1. 
Fairfieli,vonn. 

Hampden, Hampshire, ass, 

Lehigh ,Northampton,:a.;arren,N.J. 
Summit, Fortage ,0. 

Brisctol,Lass. 


Slizabeth vity,orfolk,Princess Anne,.arwick,Va. (Including Independent 
Douglas,Nebr.,ottawattamie, ia. Cities) 
Lomtgomery, VU. 

Onondaga, N.Y. 

San Diego, Calif. 

Hillsboroush,! inellas,Fla. 

Dade, Fla. 

Henrico( Including Richmond City) Chesterfield, Va. 
herkimer,Uneida,N.1. 

Davidson, Tean 

St.Louis, inn. ; Douglas, sis. 

Kent, sich, 

Oklahoma, Ukla. 

serks,ra. 

Stark, U. 

Brooke, varshall,Chio,W.Va.; Belmont,v. 

Genesee, iich, 

Tarrant, Tex. 

itew Castle,Del.; Salem,i.,J. 

vambria, Pa. 

Lancaster, Pa. 

Peoria, Tazewell, Ill. 

Salt Lake, Utah 

hamilton, Tenn.; .alker, Ua. 

Duvel, Fla. 


Bay,Saginaw, wich. 

Scott, Iowa,Rock Island, lll. 
Mercer, Ned. 

Polk, Je. 

Kanawha, \.Va. 

Tulsa, Ukla. 

Cabell, \:,Va.;4oyd,hy.;lawrence, U. 
Maricopa, Ariz. 

Pierce, wash. 

corie, ia. 

Knox, Tenn. 

Dauphin, Fa. 

Santa Clara, Calif. 
Sacramento, Calif. 

Broome, N.Y, 

Spokane, ‘ash. 

St.Joseph, Ind. 
Vanderburgh, ind.j;Honderson, Ky. 
Kenosha,acine, «is. 
Pulaski, Ark. 

Allen, Ind. 

mwecklenburg, ".C. 

Caddo, La. 

Cumberland, me. 

Jefferson, .ex. 

Sedgewick, Kane, 

Mobile, Ala. 

Blair, ra. 

El raso, Lex. 

Ingham, hich. 

Foreyth, N.C. 

Atlantic, Ned. 

Winnebago, ill. 

Butler, O. 

Chatham, va. 

Roanoke, Va. (including HNoanoke City) 
Travis, lex. 
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~ il 
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4 ; 3,102, 385 1.9 Ook 57,946 185,982 

= % : 2,697,238 -3.7 “4.5 ~102, 308 -127,717 

. = 2,747,455 1.8 15.6 LB ,860 370,126 

. be 2,297,675 2.9 0.2 65,195 4,120 
Ls Fe 0,2 C.2 =59,828 60, 868 

1,698,470 10.4 16.2 160,300 236,666 

1,543,364 1.5 768 23,130 121,276 

E 1,245,606 -2.7 -1.7 =34,213 -21 , 664 
1,168,834 6.0 9.7 07 ,OlL 105,534 
1,144, 384 hed WB.2 0-59, 282 176,399 
956 ,699 0.5 -1.1 5,131 10,668 

966, 746 0.1 0.9 1,118 8,259 

889,811 -3.0 7.3 =-27,777 60,182 

ty - - ~ 47, 704* 

725,730 4.6 5.7 31,008 39,087 

_ 707,752 e 3.3 4.0 22,621 26,899 
ra 602,748 hel 9.1 23,529 50, 504, 
aa 407 ,033 9.8 8 Shyll2 78,072 
2 606 845 11.0 W.2 60,306 101,865 
4 527,172 Se2 949 25,888 7, Bk 

3 485,348 -1.0 5.3 = 4,903 24,422 
= 557,094 11.7 2.3 52,485 97, FOL, 

_~ = 417,473 =100 0 he? = = 23 = 20,797 
ty 487,093 15.2 18.2 61,, 204, 7h, 864, 
h9,215 heb 12.7 19,819 50,651 
15: , e 4.8 270 18 659 

| 41,132 beo6 = 765 «18,199 228,845 

| 392,551 11.2 9.6 39,451 34,301 

be 345,000 e202 13,911 667 
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. 515,283 20.6 50.0 88,017 171, 860 

36 , 589 -3.1 2.5 -9,6061 -7,729 

me 351, 305 8.5 18.9 27,472 55,825 
oS 209,982 567 86S -16,KK9 —-=25,126 
img 395,872 647 36.8 = 2 9Bh~—»-100, 530 

: 301,000 U0 8=12k 236, BBL 33,261 

a, = ® 278, 582 2.23 4.7 6,270 12,397 

yy = 7 . 243,092 1.5 -7 2d 3, 569 -20,071 

ein 262,010 -369 1.8 +-)0,595 4,743 

a a i 228,465 kel -)0.1 -10,618 -25,571 

= 232,264 -5.0 -5.7 12,273 -)4,07L 

a 267,501 2366 %6 51,008 23,342 
<a 225,h06 9-301 =beB = =7,281 = 10,478 
” a 254,054 lk 8.2 3,516 19,167 

- * - - - 12,559" 

= - 227,480 0.6 0.2 1,465 ~L61, 

-_ 213,96, 8.9 <Sel -20,795 -31,557 

- 229,223 -0.4 33 883 7,387 

¥ : - im 199,088 -15.9 -6.7 -37 »Ol, -14,371 

=a aaa Pes 204,239 -1.7 -3.9 -3,475 8,205 

239,632 Fok 13.2 20,595 28 ,009 
227, b8, el 706 -215 18,962 
. 2d 975 -4.3 16.6 -12,258 34, 832 

as 20) ,147 -),0 261 -1,985 4,302 

im ig 207,077 = 1.1 eS =2,.216 9,006 

.% = pi 196,730 -2.2 -0.3 4,453 -588 

:. = 191,745 262 2.1 “4,221 4,090 

#2 2,455 = 12k = eb 23,017 18, 8 

7# 209,816 890,185 202 (16,453 

¢ 184,96 Osh -2.7  =693 =5,150 

206, 399 11.3 10.9 20,953 20,206 
207, 329 12.4 13.9 22,931 25,248 ; 
179,039 “2006 9-007 = =, 760 -1,250 
188,667 1.6 5.7 2,962 10,199 
168,456 -7.0 -5.0 -12,583 8,954 
177,148 3.1 1.3 5,267 2,199 

180,916 2.6 6.2 4,530 10,585 

© 165,286 365° -0.3 5,513 “463 

ie 174,562 12.1 6.0 18,782 9,910 

Ais 169,046 1.9 45 3,190 7,223 | 

2 170,699 203 8.2 3,573 12,896 

= \ 152,776 -.0 -3,0 -) ,587 4,776 

lie Te 175,000 0.0 12.1 19 18,915 

: si 161,000 -).8 3.8 -2,950 5,916 

148,654 04 2.1 615 -3,172 

‘ - 149,522 4.1 0.5 -6,393 621 

a. 156,891 hel 7.5 6,213 10,891 

—s 181,2bb (138 2.7 2,990 35,925 

oe 190,786 7.5 33.1 13,244 47,475 

os 224,223 M5769 «30,514 82,29 

r 3 129,969 “Te =2,619 —-=10, 389 
. 136,07 3.8 760 5,007 
14,0, 393 7-5 11,769 9,777 

119,219 5.7 1,43 -7,256 

A 109, 304 “11.9 -6,650 -14,762 
127,973 5.6 -2,955 6,795 
127 , 845 6.3 1,875 7,596 

hi 145,000 22.9 18,597 27,030 

br v 107,054 4.6 -2,201 -5,130 

en 105 , 303 “5.2 -11,318 -=5,75u 

a Fe = bel 286,445 708,815 
: Pe = Eee 
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ADVERTISING AGE 


1942 Govern- Indicated Increase or Jecrease 

ment =st imate viv 

uf Civilian 1943 Percentage Numbers 

ropulation Ration Book 1943 1943 1943 1943 

(Based on Sugar #2 negis- vs. vs. vs. vs. Counties Included in J. Walter Thompson 
Market 0 ve trations 1942 2940 1942 1940 Company Definition of wetropolitan market 

(April 1) (way 1) (uarch 1) 
"Dinmarkets (Center Uver 50,000) 
Fresno 178,565 173,140 176,028 “1.2 -l.' -2,112 -2,537 Fresno, Calif. 
York 178,022 179, 343 177,293 -1.1 “.4 =-2,950 -72 York, Pa. 
Greensboro 153,916 153,109 157,722 3.0 205 4,613 3,806 Guilford, N.l. 
Manche ster,N.H. 144,888 137,946 136,634 -1.0 -5.7 -1,312 3,254 Hillsborough, N.H. 
Stockton 134,207 130,035 133,599 2.7 “4.5 3, 504 San Joaquin, Calif. 
Madison 130,660 134,828 140,00u 3.8 73 5,172 9,340 Dane, wis. 
Charleston, S.c, 121,105 145,921 156,729 Tob 29 04 10,808 35,024 Charleston, S.C. 
Springfield, hh. 117,912 115,735 115 »765 0.0 -1.8 30 -2,147 Sangamon, ]11. 
montgomery 4,420 121 ,047 118 , 35U 262 304 -2,097 3,930 Montgomery, Ala. 
Columbus, Ga. 111,269 123,000 142,913 15.6 28.4 19,313 Fl, Ob, Muscogee, Ga. ;Russell, Ala. 
Asheville 108,755 100, 300 100,157 “.1 -7.9 -143 8,598 Buncombe, N.C. 
Jackson, miss. 107 , 273 115,341 124,558 8.0 lo.l 9,217 17, 285 Hinds, uiss. 
Columbia, S.C. 104,843 121,925 136,002 Ned 10.6 =-5,923 11,159 Richland, S.C. 
Sioux City 103,627 96,222 93,111 -3.2 -10.1 -3,111 -10,516 Woodbury, Iowa 
Waco 101,898 108,079 111,000 207 8.9 2,921 9,102 McLennan, Tex. 
Lincoln, Nebr. 100,585 97,723 99,725 2.0 -.9 2,002 -860 lancaster, Nebr. 
Kalamazoo 100,085 104,648 98,555 -5.8 “1.5 6,093 -1,530 Kalamazoo, mich. 
Terre Hautes 99,709 99,752 98,412 -1.3 -1.3 -1,310 -1, 267 Vigo, Ind. 
Springfield, vu. 95 , O47 99,165 1%,727 5.6 9.5 5,562 9,080 Clark, 0. 
St. Jesefh, Mo. 91,007 82,834 80,113 -3.3 -1,.8 -2,721 -13,954, Buchanan, we 
Corpus Christi 92,661 118 , 297 123,239 42 33.0 4,942 30,578 Nueces, Tex. 
Topeka 91,247 79,065 86,162 8.2 -5.6 6,497 -5,085 Shawnee, Kans. 
Springfield, ho. 90,541 90,378 87,555 -3.1 -3.3 -2,823 -2,986 Greene, to. 
Cedar Rapids 89,142 89,967 87,638 -2.6 -1.7 -2,329 -1,504 Linn, Iowa 
Decatur, Ill. 81,693 87, 308 8, ,163 -3.6 0.6 -3, 145 -5H Macon, Ill. 
Macon, Ga. 83,783 91,176 98,688 B.2 17.8 7,512 14,905 Bibb, Ga. 
Augusta, Ga. 81,863 89,038 92,506 309 13.0 3, 468 10, 64,3 richmond, Ga. 
Galveston 81,173 87,432 99,000 1342 22.0 11,568 17,827 Galveston, Tex. 
Durham 80, 244 8),807 88,402 8.1 10.2 6,595 8,158 Durham, N.C. 
Katerloo 79,940 80,875 77,503 “4.2 -3.1 -3, 372 -2,443 Black Havk, Iorm 
Pueblo 68 ,870 73,567 711,984 -2.2 4.5 -1,6173 3, OBL, Pueblo, Colo. 
Amarillo 54,265 dO, 63,476 24.5 17.0 12,487 9,211 Potter, Tex. 
Total "Dln (32 markets) 3, 379,881 3,466,192 3,541,709 22 4.8 75,517 161,828 
Grand Total 7 
138 metropolitan larkets fp 
(*A", "BY, "0" ,"DAn ) 67,897, 254 69,392,636 70,272,903 1.3 3.6 929,207 2,424,049 si 
rE 

Remainder of U.S. i 
(Under 50,000 xural " 
& Farm) 63,772,021 61,589,641 58,178,097 (Est.)  =5.5 3.8 =3,411,544 -5,593,92h 
Total United States 131,669,275 130,982,277 128,500,000 (Est.) -1.9 264 =-2,482,277 -3,169,275 
Share of Total U.S. 
represented by 138 51.6% 53.% 514,07% 


Metropelitan Markets 


(Continued from Page 37) 
registrations for Ration Book No. 2 
give an indication of the minimum 
size of the civilian population in 
each metropolitan market. We say 
“minimum” because in each of 
these metropolitan markets the 
actual population should be some- 


what greater than the number of 
registrants for Ration Book No. 2 
as first reported. 

In every city there will be many 
late registrations as well as some 
persons eating all meals out who 
may not register at all. This is par- 
ticularly true of cities like Wash- 
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; er 


ington, where the registration fig- 
ures probably are considerably 
under the true civilian population. 

We have made no attempt to ad- 
just the reported registrations, 
hence for each city they should be 
looked upon as the minimum indi- 
cated population as of March l, 
1943. 


Comparisons for 138 Metro- 
politan Markets 


The figures above, and on Page 
38, show these registrations for each 
of the 138 metropolitan markets 
over 50,000 population compared 
with the 1940 census population and 
the 1942 government estimate of 
the civilian population. This also 
shows the counties making up each 
of the markets. 

The metropolitan market defini- 
tions used here are those established 
several years ago by the J. Walter 
Thompson Company in its market 
analysis and classification of all 
U. S. counties according to their 
urban or rural characteristics. 

On Feb. 25, 1943 the Bureau of 
the Census released estimates for 
the civilian population for metro- 
politan counties as of May 1, 1942 
(Series P-3, No. 33) based on sugar 
ration registrations. In the census 
of 1940 metropolitan districts were 
defined for all cities over 50,000 
population. The districts were 
made up of minor civil divisions in- 
cluding all the thickly settled terri- 
tory in and around a city or group 
of cities. In the February, 1943, re- 
lease, the Bureau of the Census ad- 
justed these districts to county lines 
for the 1942 population estimates 
for metropolitan counties by in-| 
cluding all counties having at least | 
half of their 1940 population living | 
in a metropolitan district. 

The metropolitan areas thus out- | 
lined by the Bureau of the Census | 
in February, 1943, were identical | 
with the J. Walter Thompson sore | 
pany markets, as shown in the table | 
/above, for all except 14 of the 138) 
metropolitan markets. In each of 
these 14 markets we had included 
}an additional county which from | 
our analysis had appeared an| 
integral part of the market. The 
| 1942 government estimate for each 
lof these 14 markets has been ad-| 
justed to our market definition by } 
adding in the government estimate 
‘for the additional county. 


Postwar Implications 


The current rapid growth of 
many of our large cities raises post- 
war problems as well as current 
problems of food, housing, tianspor- 
tation, education and social condi- 
tions. Will the population shift 
back to the smaller cities and rural | 
areas after the war? Perhaps, to} 
some extent, but to maintain full 
employment of our expanded work- | 


SO | 


ing force and to supply jobs for the 
returning armed forces will require 
a high level economy utilizing to 
the full the increased productive 


capacity of the nation directed to 
the production of peacetime goods 
and services. This increased pro- 
ductive capacity is largely in the 


Ceiling 


in this 


Teeming Market . . . Norfolk 
and the Hampfon Roads Area 


NORFOLK, PORTSMOUTH 
and NEWPORT NEWS are in 


the heart of the nation’s No. 1 
defense area, an area seething 
with industrial activity. Men 
and women are working around 
the clock Payrolls are zoom- 
ing to NEW highs 


Here in this preferred re- 
sponsive market, there is a 
market which has not been 
tapped—the Negro Market. Ac- 
cording to the 1940 census, the 
Negro population was 108.293 
Now a safe estimate of the Ne- 
gro population is 189,293 with 
an annual purchasing power 


of more than $150.000.000.00 
{In this compact market be- 


fore housing projects can be 


, Into the homes the “ 
completed, they are of se po 


virtually tential buyers, the JOURNAL 
filled; therefore, retail sales AND GUIDE is delivered by 
are soaring to new levels in carrier weekly If you have 


these rich, throbbing cities. Of products to sell, if you want 


course, there is NO CEILING to cultivate new buyers lu 
on the sale of consumer goods a relatively smal] expenditure 
in this vast metropolitan mar- . we invite you to place your 


ket. 


advertising in the 


South's Largest Negro Nenspaper 


The Journal and Guitie 


Norfolk — Portsmouth — Newport News 


More Than 50,000 Net Paid Circulation In 
The Heart of America’s No. 1 Defense Area 


Member of Audit Bureau of Circulations 


National Advertising Representative: Interstate United Newspapers Inc 
545 Fifth Ave., New York, N. Y. 
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metropolitan areas of cities over 
50,000 population. 

It would appear, therefore, that 
the major part of these shifts in 
population are likely to become per- 
manent and that the metropolitan 
markets as a group will represent 
a greater share of the national mar- 


ket after the war. , 


Becomes Bi-weekly 

Drug Topics, news weekly, has 
announced that in order to co- 
operate with government paper reg- 
ulations, it will publish every other 
week, starting with the July 12 is- 
sue. The move was made in spite of 
the most insistent demand for ad- 
vertising space in its history, the 
paper said. About 150 tons of paper 
will be saved during the rest of this 
year, H. K. Ambrose, advertising 
manager, said. 


Name Simons-Michelson 


Simons-Michelson Company, De- 
troit, has been appointed to handle 
all advertising and publicity for 
Frank Paper Products Company 
and Modern Hard Chrome Service 
Company, both of Detroit. 


Shannon Named President 


W. D. Shannon, advertising man- 
ager of the Norwood Works, Allis- 
Chalmers Mfg. Company, has been 
elected president of the Cincinnati 
Industrial Advertisers Association, 
succeeding Walter Spindler, Amer- 
ican Rolling Mill Company, Middle- 
town. Vice-presidents elected are: 
T. W. Tieman, advertising manager, 
American Laundry Machinery Com- 
pany; and Ward Moore, Wright 
Aeronautical Corporation. J. A. 
Sieber, Cincinnati Milling Machine 
Company, was reelected secretary- 
treasurer. 


JWT Produces 43 
SA Programs Weekly 


Forty-three radio programs, total- 
ing more than 13 hours each week, 
are currently being produced by the 
Buenos Aires office of J. Walter 
Thompson Company. The programs 
are made up of 14 half-hour and 
22 quarter-hour shows, and seven 
5-minute news broadcasts. Among 
the programs are those for Swift, 
Eau de Cologne, Cutex and Du- 
perial. 


Mr. Gil Berry 

Blue Network Co., Inc. 
Merchandise Mart 
Chicago, Illinois 


Dear Gil: 


about. 


absolutely certain will come. 


RDF: 


1624 REPUBLIC BUILDING 
CHICAGO, ILL 


We have had a rather interesting experience with our Jimmie Allen 
program on WENR which I thought you would be interested in hearing 


We decided to offer on the air with the purchase of a pair of Weather- 
Bird shoes a Battle Set to be given FREE with each pair of children 
shoes purchased or to be given FREE to every child who brought in 
either his mother or father to buy a pair of shoes. 
these Battle Sets before we put tnem on the air, I was only lukewarm 
on the possibilities and accordingly we bought only two thousand of 
tnem, as I figured this would rum us for sometime, 


The first program announcing these Battle Sets started to bring the 
kids in and during the next three weeks we not only gave away the 
original two thousand, but twenty thousand more. 
to see the kids come into the stores leading their fathers and mothers 
to get one of these Battle Sets and whether we had the type of shoe 
they were looking for made absolutely no difference, any kind would do 
as long as they got the Battle Set to take home with them. 


We have another item all stacked up here in our office that we were 

gving to follow the Battle Sets with, but due to our inability to get 
sufficient merchandise we have had to hold it off wntil Fall when we 
hope our stocks will be in shape to handle another deluge, which I am 


We have been extremely well pleased with the results of our Jimmie 

Allen program and this is the only consistent advertising that we have 

had during the past six months on our children shoes. 

hope that we are going to be in a position, when the Fall rolls around 

Sry to put Jimmie Allen back on the air for Feltman & Curme Weather- 
s. 


With very kindest personal regards, 


May 12, 1943 


In looking over 


It was interesting 


We sincerely 


Feltman & Curme, Chicago shoe chain, recently made an 
offer on their Jimmie Allen program over WENR...a 
children’s “Battle Set” free with the purchase of a pair 
of Weather Bird shoes. 2,000 returns were expected. 


Mr. R. D. Feltman tells you what happened. “The first 
rogram announcing these Battle Sets started to bring the 
fias in and during the next three weeks we not only gave 
away the original two thousand, but twenty thousand more!” 


Because of these amazing results, a second offer has 
been postponed until fall with the hope that stocks will 
be in shape to handle another deluge of orders! 


Many other advertisers have had similar experiences 
with WENR. Ask a Blue Spot Sales representative to 
tell you about them. 


50,000 WATTS 


A CLEAR CHANNEL STATION 


890 KILOCYCLES 


Owned and Operated by the Blue Network Company 
Represented Nationally by Blue Spot Sales 


New York Chicago 


Hollywood Detroit 


TABLE 1. 
Summary of Indicated Population Changes Since 1940 


Census Estimated 
April 1, March 1, 
1940 1943 Change 
(Millions) (Millions) (Millions) 
Total U. S. Population...... 131.7 100% 135.9 — 4.2 increase 
Total Civilian Population... 131.3 - 128.5 100% —2.8 decrease 
In 138 Metropolitan Mar- 
kets over 50,000......... 67.9 51.6 70.3* 54.7 2.4 increase 
Rest of U. S.—smaller 
cities—rural & farm..... 63.8 48.4 58.2 45.3 —5.6 decrease 


*This is the preliminary total of Ration Book No. 2 registrations re- 
ported in the metropolitan counties. It understates the true population of 
these markets to the extent of the late registrations and the persons who 
may not register at all. The true total is somewhat higher for the metro- 
politan markets and correspondingly lower for the remainder of the U. S. 


TABLE 2. 
Metropolitan Markets With Greatest Indicated Popula- 
tion Increases Since 1940 
3 Years — April, 1940 to March, 1943 


Largest Percentage Increases 


DBs MG le is kx ow ws 57.9% Largest Numerical Increases 


2. Norfolk-Portsmouth- 1. Detroit, Mich. ........ 370,126 
Newport News, Va... .50.0 2. San Francisco-Oakland, 
3. San Diego, Calif........ 36.8 ee ae 236,666 
4. Wichita, Kans. ........ 33.1 3. Los Angeles, Calif... ..185,982 
5. Corpus Christi, Tex... ..33.0 4. Washington, D. C...... 176,399 
6. Charleston, S. C........ 29.4 5. Norfolk-Portsmouth- 
7..Columbus, Ga. ........ 28.4 Newport News, Va.. .171,860 
8. Beaumont-Port Arthur, 6. St. Lewis, Moe.......... 111,276 
A ES eee 24.7 7. San Diego, Calif....... 106,530 
BO Gs Ge once ecw 22.9 8. Baltimore, Md. ....... 105,534 
10. San Antonio, Tex....... 22.3 9. Seattle, Wash. ........ 101,865 
a 22.0 10. Birmingham, Ala. ..... 97,964 
12. Birmingham, Ala. ..... 21.3 Ric GI, Ts oc ccc cesses 95,011 
Bes Ms HIS ncn cccs 20.2 is DS BE iv ccceccecs 82,249 
3G. BiwGem, GEO 2... cccccce 18.9 13. Houston, Tex. ........ 78,072 
15. Washington, D. C....... 18.2 14. San Antonio, Tex...... 75,472 
16. Portland, Oregon ...... 18.2 15. Portland, Oregon ..... 74,864 
i i. bs 5.5 6s 6s 0-08 17.8 16. Milwaukee, Wis. ...... 60,182 
18. Amartile, Tex. ......... 17.0 17. Dayton, Ohio ......... 55,825 
19. Jacksonville, Fla. ...... 16.6 ee 50,651 
20. San Francisco-Oakland, 19. Louisville, Ky. ....... 50,591 
Ds ca hen dae ee ‘ 20. New Orleans, La....... 50,504 


Note: In all these markets the actual increase should be greater than 
these increases indicated by Ration Book No. 2 registrations since late 
registrations and those not registering are not included. 


TABLE 3. 


Metropolitan Markets With Greatest Indicated Popula- 
tion Increases Since 1942 


10 Months — May, 1942 to March, 1943 


Largest Percentage Increases Largest Numerical Increases 


ee  \& Aerie 24.5% 1. San Francisco-Oakland, 
2. Oklahoma City, Okla... .23.6 Ge os vies kes ees 160,300 
3. Norfolk-Portsmouth- 2. Norfolk-Portsmouth- 
Newport News, Va... .20.6 Newport News, Va... 88,017 
4. San Antonio, Tex....... 17.5 3. Secranton-Wilkes Barre, 
> SS are 15.8 Oe eee 79,644 
6. Columbus, Ga. ........ 15.6 4. Baltimore, Md. ....... 67,614 
ss, are 15.2 5. Pittsburgh, Pa. ....... 65,195 
8. Savannah, Ga. ......... 14.7 6. Portland, Ore. ........ 64,204 
= 8). Saererrwre 14.0 7. San Antonio, Tex...... 61,536 
10. Beaumont-Port Arthur, ee  % — Sree 60,306 
eer 13.8 9. Birmingham, Ala. ..... 58,485 
11. Galveston, Tex. ....... 13.2 10. Los Angeles, Calif..... 57,946 
eT SS ee 12.4 Bie PT. oas'c eo vs 54,112 
13. Charleston, W. Va...... 12.4 12. Oklahoma City, Okla... 51,008 
14, Spokane, Wash. ....... 12.1 13. Detroit, Mich. ........ 48,860 
15. Tampa-St. Petersburg, 14. Memphis, Tenn. ...... 39,451 
i s6 556 65 iach awd &4 12.0 Se * aes 36,884 
16. Scranton-Wilkes Barre, 16. Tampa-St. Petersburg, 
I i catia ods aa a ited 12.0 AAS ee ea 2,693 
17. Birmingham, Ala. ...... 11.7 17. Kansas City, Mo....... 31,608 
18. Phoenix, Ariz. ......... 11.3 18. Biewme, Ala. .......... 30,514 
19. Memphis, Tenn. ....... 11.2 19. Youngstown, Ohio .... 29,952 
20. Seattle, Wash. ......... 11.0 20. Daytem, Ohie ......... 27,472 


Note: In all these markets the actual increase should be greater than 
the increases indicated by Ration Book No. 2 registrations since late 
registrations and those not registering are not included. 


Brisacher Asks 
U. S. to Drop “40 
Census Figures 


San Francisco, July 7.—The 
government should discard the 1940 


census figures in allotting food. 
clothing, etc., since “ration book 
registries provide an _ up-to-date 


record of where our population now 
lives,” Emil Brisacher, president of 
Brisacher, Davis & Van Norden, told 
the annual meeting of the Purchas- 
ing Agents Association of California 
here recently. 

California is up 19% over Apri! 
1940, Mr. Brisacher said, and ha 
1,213,000 more people — 8,120,00( 
against 6,907,000 in 1940—accordin; 
to the National Resources Planning 
Board. 

“A vast number ef government 
restrictions on production and dis- 
tribution are based on 1940 popula- 
tion, penalizing the California popu- 
lation by a full 19% and giving an 
unwarranted surplus to states in 
which population has decreased or 
remained static,” he said. “That’s 
why the shelves of California stores 
are bound to be emptier. What good 
are ration coupons when there is 
too little merchandise? Think how 
much more shopping time is re- 
required going from store to store 
to buy essentials, and it’s all the 
more wasteful since our population 
is primarily engaged in war work. 
More workers in California are em- 
ployed in airplane factories and 
shipyards than in all other factories 
combined. 

“California suffers further be- 
cause most manufacturers of unra- 
tioned goods allocate their stocks of 
merchandise on the basis of pre- 
war purchases by merchants in each 
state. Yet a 19% increase in goods 
now pro-rated to California mer- 
chants is necessary. It’s essential, 
too, that California manufacturers 
be allocated the materials to manu- 
facture 19% more than they did in 
1940, so that they can supply at 
least some of the needs of the state’s 
swollen populations. Manufactur- 
ing this added percentage of goods 
in California would also eliminate 
some of the cross-hauling of items 
on the over-crowded east-to-west 
freight trains.” 


Bergmann Joins Diebold 

Vincent H. Bergmann has re- 
signed as regional director of the 
five-state Cleveland region of the 
Bureau of Labor Statistics to be- 
come director of research for Die- 
bold Incorporated, formerly Die- 
bold Safe & Lock Company, Canton, 
O. Prior to joining the bureau 
more than a year ago, Mr. Berg- 
mann was acting director of market 
research for Campbell-Ewald Com- 
pany, Detroit. 


Joins ‘Newsweek’ Staff 


Charles M. Kinsolving has joined 
the Philadelphia office of Newsweek 
in an advertising capacity. For the 
past six years he has been in pro- 
motion work for Sunday supple- 
ment magazines, including This 
Week Magazine and Parade. He 
was previously with UP in various 
capacities including foreign corre- 
spondent, business representative 
and news wire editor. 


Louis Joins Treasury; 
Heads Bond Promotion 


John J. Louis, vice-president of 
Needham, Louis & Brorby, Chicago 
|agency, has been named special 
assistant to Secretary of the Treas- 
ury Morgenthau and will take over 
supervision of advertising and pro- 
|}motion of war bond and stamp 
| sales. 
| His first duties on the dollar-a- 

year Treasury job will be in con- 

nection with the Treasury’s 3rd war 
| onal drive, to get under way this 
fall. 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Chicago Defender (National Edition) : 


Los Angeles Sentinel (Los Angeles) : 


Total U. S. Negre Population 13 million. Purchasing Power over 2'% Billion Dollars. 
GEORGE T. HOPEWELL, National Advertising Representative 
eoner eae NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Paid Cire Negro Pop. 
. 53,000 375,000 
76,000 
22,050 193,000 
14,223 65,000 
12,000 100,000 
3,000 


160,273 733,000 


Overseas Mail Restricted 


To conserve shipping space, ad- 


vertising and circular matter 
mailed at the third-class postage 
rate to overseas personnel of the 
| Navy, Marine Corps and Coast} 
| Guard will not be accepted by post- | 
masters after July 1, on order of! 
the Navy Department. 


| Houston Joins McLaren 


Norman Houston, formerly with | 
| the Alger Press, Oshawa, Ont., has | 
joined the sales promotion depart- | 
j}ment of MacLaren Advertising | 
i|\Company, Toronto, succeeding} 
Charles D. Truman, who is leaving | 900 SOUTH GRAND 
| for Los Angeles. “ 


nd 


POSTERS 


FOR OUTDOOR COVERAGE 
IN ST. LOUIS 


‘ue AL FRESCO 


PREWAR SERVICE AND MAINTENANCE 
AL FRESCO ADVERTISING COMPANY 


- PAINTED BULLETINS 
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Population Shifts 
in Canada Figure 
in New Quotas 


Ottawa, Ont., July 6.—Recogni- 
tion for the first time of shifts in 
Canadian buying power since 1941 
has been granted by the Wartime 


national total of available goods, in- 
creased quotas have not been estab- 
lished for urban centers located in 
such districts. Nor have increased 
quotas been established where the 
percentage increase in population is 
not substantial, for a complete and 
minute reallocation of quotas would 
not be practicable. 

“(3) Available statistics indicate 
that with the exception of the areas 
indicated above, there have not been 
such numerous major shifts of pop- 
ulation from one district of Canada 
to another as might have been sup- 


Prices and Trade Board. posed, but rather the shift has been 

Back in October, 1942, the board|a general one from rural to urban 
froze the distribution of all goods|areas. The shift of consumer de- 
in short supply on the basis of 1941|mand consequent to such an influx 
sales. Where manufacturers or|to the urban from the rural areas, 
wholesalers could no longer supply | however, is to a considerable de- 
the full requirements of retailers,|gree offset by people buying closer 
they were required by the WPTB to|to home (i.e., in the smaller centers 
allocate available supplies among 


in lieu of in the cities), due to 
transportation difficulties. 


“(4) Larger increases in whole- 


salers’ than in retailers’ quotas are| 
instances, | 


recommended in certain 
because in some areas there are a 
considerable number of small cen- 
ters showing substantial percent- 
age increases, which are served by 
wholesalers. 

“In lieu of attempting to list all 
such centers, and in lieu of attempt- 
ing to determine the exact increase 
in quotas to which such centers are 
entitled, it is felt that a more read- 
ily workable plan is to arrange 
somewhat larger increases in quotas 
for wholesalers and rely on the lat- 
ter to distribute such increases in a 
fair manner among their customers 
in the smaller centers, which may 
have experienced a sharp percentage 
increase in population. 


“(5) An increase in quota does 
not imply an increase in the physi- 
cal volume of goods over what was 
received in 1941, but merely that 
the quota based literally on 1941 is 
increased. For example, if a sup- 
plier is shipping to customers in 
general 70% of 1941 shipments, an 
increase of 10% to an individual 
customer will mean that he will re- 
ceive 77% of 1941 purchases.” 


WSB Starts Series 


Station WSB, Atlanta, has started 
a series of 36-inch advertisements 
in the Atlanta Journal, to appear 
daily, headlined “Radio has a lan- 
guage all its own,” and explaining 
such radio terminology as “fluff,” 
“clambake,” etc. The day’s pro- 
grams are plugged in each adver- 
tisement. 


Issues New Rate Card 


Based on a guaranteed ABC net 
paid average circulation of 180,000, 
Outdoors, published by Open Road 
Publishing Company, Boston, has 
issued a new rate card, No. 10, 
effective with the October, 1943, 
issue. Newsstand sales _ increases 
averaging from 31 to 81% monthly 
as against a year ago, and adver- 
tising increases ranging as high as 
296% per issue, are reported by 
O. H. P. Rodman, publisher. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc 


431 S. Dearborn St., Chicago Wab,. 8655 


the customers to whom they sold 
goods in 1941. 

Now the board has increased sales 
quotas in 15 municipalities and 
areas which it is believed warrant a 


new sales quota because of in- 
creased population. The increases 
range from 10 to 1000%. What is 


significant about the new order is: 
(1) that there should be so few 
places which in the board’s view 
rate an increased quota and (2) the 
moderate increase in all but one or 
two cases. 


Definite Quotas Set 


The new quotas and the areas 
which have been granted permission 
for increased allocation through 
wholesale and retail channels are 
as follows: 
Province and 
Municipality 


Sales Quota Increase 
Over 1941 Base 
To To 
Wholesalers Retailers 
British Columbia: % % 
Vancouver & New 
Westminster District 
Municipalities ...... 15 10 
Victoria 5 
All Municipalities on 
Cc. N. R. line from 
McBride, B. C. to 
Prince Rupert ..... 100 100 | 
Trail 


Municipalities .... 10 10 
Alberta: 

Edmonton ... pad 15 10 

Dawson Creek . 1,000 1,000 

Peace River .... ; 300 300 | 
Quebec: 

Chicoutimi District 

Municipalities ... 50 50 
Nova Scotia: 

Halifax-Dartmouth. 15 10 

Sydney Area rer 10 10 

Pictou Area ...... 25 25 

Yarmouth ..... vr 10 10 «| 

In announcing these new quotas 
to the trade the WPTB makes the 
following explanation: 

“(1) The list is preliminary. In| 
arriving at these quotas considera- | 
tion has been given to ration cards 
issued as compared with 1941 cen-| 
sus, proximity to large official proj- | 
ects, proximity to large cities and| 
the nature of the population in-| 
crease, etc. 

“(2) While a number of munici-| 
palities show sizeable population in- ) 
creases within their own limits, the | 
counties or districts in which such 
municipalities are located, show lit- 
tle if any change. 

“The urban center is generally 
the chief distributing point for the 
whole county or district, and there- 
fore, if the latter as a whole is not 
entitled to an increased share of the | 


COLLINS 
MILLER & 
HUTCHINGS 


Photo-engravers in Chicago 


207 North Michigan Ave. 


FRANKLIN 5854 
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When Making Up 
Budgets... 


REMEMBER IN 


BALTIMORE 


oo ITS WEBR © 


Obviously the 6th largest city in the coun- 
try will be in your plans. And that’s why you 
should know about WFBR’s ability to cut 
down sales costs. WFBR is one station that 
gives you facts to justify its selection in any 
budget . . . not just power alone. 

WEBR doesn’t try to cover Virginia, Penn- 

sylvania, New Jersey, Delaware or West 
| Virginia. Our job is Baltimore. We use the 
electrical power that does just that. WFBR 


tae oman WEBB acoso 


believes that those scattered states have radio 


stations right in their own backyards with 


their own loyal listeners. 


In Baltimore . . . it all adds up to this: In 


Baltimore . 


. . WFBR gives a magnificently 


clear signal DAY and NIGHT. Baltimore 
people enjoy the station. Advertisers save 


money by buying coverage . . . 


and not just 


power that’s costlier and too often wasteful. 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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Profit by Wartime 
Production Story, 
Link-Belt Urges 


New Series Keyed to 


Steer Management on 


Efficiency Course 


Chicago, July 7.—Many commen- 
tators who have discussed the prob- 
lems of the postwar era have laid 


emphasis on the necessity for 
ducing distribution costs, on 


re- 
the 


ground that industry, as a result of 
war experience, has made so much 
progress that further improvements 
in cutting production costs and rais- 


ing quality are unlikely. 
While it 
distribution methods can and 


is no doubt true that 


will 


be improved, those most familiar 


with industry are certain 


that 


mechanical progress will not stop 
with the end of the war, but that on 
the contrary industry in general 
will find it necessary to apply the 
lessons which war has taught re- 
garding improved materials, ma- 
chines and methods. 

Industrial advertisers are already 
suggesting that industrial manage- 
ment must start appraising the 
many new developments recorded 
during the past two years of intensi- 
fied effort in the field of production. 
The Link-Belt Company, for in- 
stance, is laying great stress on its 
objective of making products light- 
er, stronger, better and cheaper, and 
has just initiated a new campaign 
which has as its objective stimulat- 
ing management interest in starting 
now to plan for more efficient pro- 
duction after the war. 

One of the advertisements in the 
new series, which started in the 
July issue of Modern Industry, is 
headed, “Day Begins at Midnight,” 
and continues: 

“Night changing into day is a 
gradual process not like the 
snapping on of a light. Likewise, 
the change from war to peace is a 
long transition. Right now, at the 


HAS BEEN IN SERVICE. 


Ae oe Na 


Way back in 1922, WMAQ~a 100-watt 


radio station—broadcast its first program to 


the eager radio fans of Chicago. It was a little 
program from a little station, but it was the 
beginning of great things. 

WMAQ, from the very start, pledged itself 
to the task of bringing to its listeners the 


best schedule of programs that it would be 


possible to prepare. 


All through the years, there has been no 


deviation from that purpose, and today, 


WMAQ brings to the people in its listening 


area every day in the week, every week in 


the year, a greater number of the most popu- 


lar programs on the air than all other Chicago 


stations combined. 


That is the secret of WMAQ’s power to 


command the attention of and influence a 


vast radio audience—and that is the reason 


why astute advertisers who wish to reach the 


greatest number of people in the nation’s 


second largest market place their campaigns on 
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height of our war activities, the 
shape of the postwar industrial 
world is being determined by the 
events of each passing day. 

“Therefore it is imperative that 
management observe and _ utilize 
the lessons being taught by war- 
accelerated production ... for ex- 
ample, the proved power of ma- 
chinery to aid in world-wide eco- 
nomic development by bringing 
more things within the reach of 
more people. 

“Ingenious conveying systems, 
through spectacular performance in 
war plants, have forcefully demon- 
strated their vital importance in 
postwar production plans. They 
regulate the flow of materials and 


parts, securing the most efficient 
movement between processes and 
operations; they conserve’ space, 


eliminate wasted effort and multiply 
the productiveness of manpower. 

“Thus they give to _ industrial 
management the means for ex- 
panded activities, for broader mar- 
kets, for accelerated development 
of new products in short, for 
sound, constructive progress.” 

In another advertisement, headed, 
“Up Periscope!” Link-Belt urges 
industrial executives to look ahead 
and plan for the new era following 
the war. 

“Scan the wide horizon!” industry 
is told. “See beyond the nearby 
reefs and riptides to the open sea 
and deep water. Get the longest 


_view to plot the safest course! 


| full 


“Management at the wheel has 
responsibility 
business, and, as the seasoned nav- 


igator relies on specialized instru- 


ments to aid his judgment, so the| 


wise executive finds modern manu- 
facturing methods and equipment 
indispensable to achieving the ut- 
most efficiency in production.” 


In another advertisement rem- 
iniscent of the McGraw-Hill “Seed 
Money” campaign, Link-Belt con- 
trasts the farmer who has used 
modern equipment and methods 
with the slipshod type, who says, 


“Jeb has all the luck! 


farmin’ side by side for twenty 


for piloting the} 


years, now look at us!” 

The comment in the advertise- 
ment says, “What one calls luck, the 
other knows to be good manage- 
ment, including the sound practice 
of ‘plowing back’ some portion of 
the returns as they come in. Wise 
industrial management, recognizing 
its responsibility, applies this same 
sound operating principle, in ‘plow- 
ing back’ part of the profits in more 
efficient machinery.” 


The new series is unusual for 
Link-Belt, in that line drawings 
take the place of photographs, and 
an__institutional atmosphere is 
created by the typographical treat- 
ment. “The Backbone of Mass Pro- 
duction” is used as a slogan in all 
the advertisements, which were pre- 
pared by the Link-Belt agency, 
Behel & Waldie & Briggs, Chicago. 

Julius S. Holl is advertising man- 
ager of the Link-Belt Company. 


ever! 


We've been | 


Men of industry know by experience that more 
new product NEWS and product information is 
published in Industrial Equipment News than 
in any other publication. 


Advertising appearing where editorial interest 
is highest gets best results. 


Product information is more VITAL now than 


Industrial 
Eyuipme nt 


News 


| THOMAS PUBLISHING COMPANY e 461 EIGHTH AVE., NEW YORK 1, NEW YORK 
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ADVERTISING AGE 


U. S., Cunadian 
Business Papers 
Show Good Gains 


Chicago, July 7.—Display adver- 
tising in business papers during the 
first half of 1943 gained 18.16% over 
similar linage for the ’42 half, ac- 
cording to reports of 148 publica- 
tions compiled by Industrial Mar- 
keting. 

In the industrial group, 103 pa- 
pers finished the six-month period 
19. 39% ahead of the first half of 
1942. Thirty trade publications were 
13.26% ahead, and 15 class papers 
showed a gain of 13.74%. 


Three Groups Show Gains 


Industrial publications registered 

gain of 11.79% in June issues, 
compared with last year. The trade 
group carried 39.3% more advertis- 
ing, while the class division scored 
a 28.47% gain. For the month, the 
148 publications were 15.59% ahead 
of June, 1942, linage totals. 

According to reports of 47 Cana- 
dian business papers, these publica- 
tions carried 10.66% more adver- 
tising during the first six months 
of the year. Seventeen industrial 
publications were up 15.91%; 16 
papers in the trade group gained 
5.4%; and 14 publications in the 
class division carried 3.98% more 
advertising in the first six-month 
period. 


| WHAT IS THIS 
; THING CALLED. 
COVERAGE? 


We ae Lethe na" 
ge Ais i 


We believe every buyer 
of advertising is entitled 


about a magazine’s coverage as 


to know just as much 
the publisher himself. “Cover- 
age” means not merely how 
many copies are sold or dis- 
tributed, but how many worth- 
while plants they reach—how 
big these plants are—what they 
are equipped to make — what 
departments they operate, who 
uses the magazine * * * That's 
the kind of a picture we can 
give you of STEEL’s coverage 
of the metalworking industry. 
It’s the logical way to measure 
the value of any publication 
“ * * For a complete analysis 
of STEEL’s 
plants which account for over 
90% of the business in the in- 
lustry, ask STEEL’s representa- 
‘ive to show you our latest 
Market Study. 


coverage of the 


A PENTON 
Publication 


‘The Magazineof 
Metalworking & Metalproducing 


Opens Havana Office 


Alfred D. McKelvy Company, 
New York, manufacturer of Sea- 
forth toiletries for men, has opened 
an office in Havana to handle its 
Cuban business and survey the 
Latin American market. 


Admitted to ABC 


The Johnson County Herald, 
Overland Park, Kan., has been ad- 
mitted to membership in the Audit 
Bureau of Circulations, the first 
and only county weekly in Kansas 
to take this step. 


Addressograph Appoints 
Addressograph - Multigraph Cor- 
poration, Cleveland, has appointed 
Griswold - Eshleman of the same 
city to handle its account. 


Early Entries 
Indicate Record in 
Editorial Contest 


Chicago, July 8.—The large vol- 
ume of early entries in Industrial 
Marketing’s sixth annual competi- 
tion for editorial achievement indi- 
cates a record participation this 
year, the contest secretary reported 
today. The competition closes Aug. 
1, and the entries will be shipped 
to Cleveland where a jury of seven 
prominent industrial advertising 
executives will pick the winners of 
19 awards. 

The annual contest is open to 
editors of all types of business 
papers in the United States and 
Canada regardless of affiliations or 


fields served. Awards will be made 


for the best material entered in six 
classifications, as follows: (1) for 
the best single article or editorial; 
(2) for the best series of articles 
or editorials; (3) for the best single 
issue; (4) for the best illustrative 
technique; (5) for the best pub- 
lished research; (6) for the greatest 
improvement in format and typog- 
raphy. Material entered must have 
been published in issues from Aug- 
ust, 1942, to July, 1943, inclusive. 

The competition was established 
in 1938 for the purpose of giving 
recognition to editors of business 
papers for the outstanding work 
they do to keep industry informed 
and supply it with data which has 
contributed to the progress of the 
American production system. Last 
year, 119 editors made 308 entries 
in the contest. 


/Sés Gets Jewel Tea 


Jewell Tea Company, Barrington, 
Ill., has appointed Schwimmer & 
Scott, Chicago, to handle its adver- 
tising. A 15-minute test campaign 


is being conducted on _ Station 
WIBA, Madison, Wis. 
Appoints Gray & Rogers 


Gray & Rogers, Philadelphia, has 
been appointed to handle advertis- 
ing for Lanagan & Hoke, Inc., 
manufacturer of precision and auto- 
motive testing equipment. 


Triangle Appoints Sheil 

Dick Sheil, formerly with Hunter 
Publications, New York World- 
Telegram and Spur, has joined the 
sales staff of Triangle Publications, 
Guide Magazines division. 


Number 6 


por ter 


4 native 


the primary reason 


tors are friends. 


author with 


entrance, 


Rita Weiman is a former 


murder trials and then turned her talents 
5 to the broader field of fiction writing. Now 
the gracious wife of an advertising man, this 


necticut home 


as she so aptly says. 


ANY RELATIONSHIP, 
social, achieves real results only 
when based on friendship. That is 


write for Cosmopolitan. The edi- 
Non-partisan, 
vital, cooperative partners, who 
accept only the best you have to 
give whether you're a famous 
the editorial door 
flung wide open or a beginner 
who knocks timidly for a first 


in a Series Wri 


Why | Like to Write for 


(osmopolitan 


by Kita Weiman 


SAS ALAL SASALALALALALAL 


newspaper re- 
who covered many of the headline 


Philadelphian lives in a lovely Con- 
“built by the fountain pen” 


business or 


why I like to 


the public. 


tion. 


They don’t spare themselves, 
these Cosmopolitan editors, when 
it comes to stimulating an author 
to his utmost. You work like mad 
to meet their high editorial stand- 
ard because you realize they do 
not labor under the false impres- 
sion that you must write down to 


“Sophisticated” in the old sense 
is a snooty word and I hate to use 
it. But in the modern sense, so- 
phistication has a new meaning. 
It has a heart. Cosmopolitan dares 
to publish stories built on the 
emotional reality of today. The 
wise, cruel, torn, yet never-before- 
so-honest world is pictured not 
only in factual articles but in fic- 
You can write about men 
and women who must sacrifice to 


tten 


don’t make 
ing issue 
ments, 


Why do 


scriber. 


by Renowned Authors: 


The many fan letters from Cos- 
mopolitan readers prove them to 
be people who are not only in- 
terested but interesting. 
you'd like to meet. Readers whose 
opinions are 
that violently disagree with the 
way you've worked out your plot 


People 


valuable. The letters 


you tear your hair. 


Nine out of ten have logical and 
perfectly plausible reasons for tak- 
with 
favorable or 
always intelligent. 


Their com- 
fighting, are 


you. 


I like to 


write for 


Cosmopolitan? Summed up, I'd 
say for the same 
read Cosmopolitan. 
happen to be an enthusiastic sub- 
And that is not 
Iam also an enthusiastic contribu- 


reason I like to 
You see, I 


because 


live, and you can write without 
compromising on a romantic end. 
There are no “Don'ts” when it 
comes to choice of theme as long 
as an author handles his story 
logically and in good taste. 


tor. It is because the magazine is a 
fascinating, versatile 
publication of which this month's 
issue IS very apt to prognosticate 
next month’s events in a dramatic 
ever-changing world. 


courageous 
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Newsstand Buyers Spend More Per Issue for Cosmopolitan (at 35¢) than for Any Other A. B. C. Magazine. 
June 1943 Newsstand Purchases were $303,450 — an Increase of 62% over June 1942 
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ADVERTISING AGE 


July 12, 1943 


Willys-Overland 
Denies FTC Charges 


Willys-Overland Motors, Toledo, 
in a formal answer to a Federal 
Trade Commission complaint, has 
denied that it violated any provi- 
sions of the FTC act by advertising 
that it is the originator and basic 
designer of the Army jeep. 

FTC, in its complaint, credited 
Ameriean Bantam Car Company, 
Butler, Pa., with originating the 
jeep in collaboration with Army 
officers. Willys-Overland contends 
that the Army Quartermaster Corps 
advised the company in 1941, after 
exhaustive tests, that Willy’s own 
design had been adopted as standard 
for the jeep. Willys-Overland said 
its heavily-advertised Go-Devil en- 
gine and other parts of the machine 
are identical with the regular pas- 
senger cars it manufactured prior to 
January, 1942. 


Bloom Promoted 


Richard A. Bloom has_ been 
appointed sales manager of the Wm. 
A. Rogers Limited Division of 
Oneida Ltd. to succeed the late 
Robert W. Bolles. Mr. Bloom joined 
the company in 1931 after being 
graduated from Notre Dame in 1930, 
and in 1939 he was made sales 
manager of the Holloware division. 
In April, 1942, he became manager 
of the war production department. 
He was elected to the board of 
directors in March, 1943. 


IAA Names Chairman 
for 1943-'44 Season 


Gordon Tuthill, newly - elected 
president of the Industrial Adver- 
tisers Association of New York, has 
announced the following committee 
chairmen for the 1943-44 season as 
follows: 

Membership, Bernard Dolan, ad- 
vertising manager, Peter Frasse & 
Co., New York; program, John 
Wiley, vice-president, Fuller & 
Smith & Ross; publications, Rufus 
Choate, vice-president, Donahue & 
Coe; publicity, Robert Sutherin, 
Western Electric Company; postwar 
planning, Kenneth Hopkins, Gray- 
bar Electric Company; New Jersey 
Exchange, E. Scott Pattison, G. M. 
Basferd Company; employment, 
Charles Neighbors, Babcock & Wil- 
cox; victory promotions and hos- 
pital service, Robert Ware, Western 
Electric Company; liaison, Walter 
Funnell, Alan B. Sanger Company; 
delinquent dues, Al Street, Jenkins 
Bros. 


Form New Organization 

Progressive Industries, advertis- 
ing and merchandising consultant, 
has been formed, with offices at 152 
W. 42nd St., New York. Frank V. 
Guarino is president and treasurer. 
Other officers are Geo. H. Ellmers, 
vice-president, and Rollin Williams, 
secretary. The new organization 
will specialize in direet mail adver- 
tising. 


QT OV Ceeeeeeeeerererermrermrrrereee 


* Sure, you're giving the low- 
down on point rationing. You're 
letting folks in on the reasons 
for shortages, changes in pack- 
ages and products, and so on. 
You're helping to sell bonds, or 
get in serap, or inspire people to 
work and save harder for victory. 


ie Mi i 


You're really doing a job—for 
the country and for advertising. 


But maybe you're worrying 
where best to Se/l those ideas 
maybe the paper shortage has you 
muttering to yourself? 


Cease your needless worry- 
ing. friend. Take a look at New 
York Subways Advertising. for 
example. More and more ad- 
vertisers in New York's own 
medium are using our card 
space to tell a story—to put 
over a “public service” type of 
message —in short, to sell 
“ideas.” not products. 


There always was some of this 
advertising. new there's more... 
and it works, 

Why? 


subway ride takes 2 


nowhere better. 


Because the average 
}'o minutes 
and that’s ample time, you'll 


agree. for the reading of almost 


ee i sn i i i i NN i i i i i ie 


anv legible amount of type. It's 
proof that this isn't just a re- 
minde 


medium an “indoor 


poste r plant. 


a i 


la i i A i i i i i i i i i i i i 


So-0-o 
you’re selling IDEAS, now! 


—_—~oooooooooowoo-eeeeeeweweeee* 


_—sseeeereeeeeeeeeememremheeeeeeeeeeeee 
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And on top of this promise of 
detailed readership subways 


offer: 


Complete family coverage— 
nine out of ten New York adults, 
even before gas rationing, rode 
the subways in a month; month- 
ly circulation now 165,000,000. 


Continuity—the average rider 
takes 26 subway trips a month. 


L.5¢ 
per thousand circulation for car 
cards; 1.8¢ per thousand circu- 
lation for station posters. 


Color at minimum cost 


Point-of-sale influence 
stores are concentrated on sub- 
way routes... 


in a ™ a ~_sooeoeoeeoeeoeerereoeerereererereoeerreoeeeeerrrn ne 
ind ~~ a tu in 


Let's show you in detail how 
many of our advertisers today 
are using plenty of words to sell 
ideas, not products. 


Figg 


P. S.—Of course, if you're one of 
the lucky ones with a service or a 
branded consumer product not 
restricted by wartime conditions, 
step right up, brother, and we'll 
show you how others like you have 


captured New York and held it. 


~_oosoowooreoeoreeeoeeoeoeoeoeoeororerevove-e----”-----~ 


Getting Personal 


Genial Gene Flack’s definition of a super-salesman, as told to the 
overflow assemblage of the Sales Execs. Club of N. Y. to hear Dr. 
Paul H. Nystrom speak: “A super-salesman is a guy who can sell a 
double-breasted suit to a Phi Beta Kappa man. . . And Dr. Nystrom told 
the gathering that in these critical times any individual who works less 
than 40 hours a week is not simply a parasite, but just a plain bum... 
The $1,000 Edward L. Bernays Graduate Fellowship for 1943 at N. Y. 
University has been awarded to Mrs. Madelyn Magnell of Brooklyn. . . 

“The Ceder family tree has sprouted a new branch,” quoth an an- 
nouncement from Rex Ceder, New York Agency head. Merrily Gail 
Ceder, 7 lbs., 12 oz., arrived June 15. . . Corporal Walter C. Johnson 
Jr., son of Walter C. Johnson, secretary-manager of the Southern 
Newspaper Publishers Assoc., was married June 16 to Marjorie Purse 
of Fairyland, Tenn. . . Brothers W. C. DeVry, pres., and E. B. DeVry, 
secy.-treas. of the DeVry Corp., Chicago, celebrated their birthdays 
June 15. They’re not twins—just happened to be born on the same 
day of the same month in different years... 

E. Palmer Hoyt, publisher of the Portland Oregonian, and natl. pres. 
of Sigma Delta Chi, was speaker at a banquet at the San Francisco 
Press Club, at which the dept. of journalism, U. of Cal., celebrated the 
establishment of a chapter of the journalistic fraternity on its cam- 
pus. .. John H. Platt, adv. dir. of Kraft Cheese Co., Chicago, was host 
to eight radio and adv. execs. at Borderline Lodge, Winton, Minn., re- 
cently. The fishing party included Niles Trammell, NBC pres.; Harry 
Kopf, NBC v.p. and mgr. of the central div.; J. D. Galbraith, NBC 
sales dept.; J. J. Wolf, asst. genl. sales mgr. of Kraft; Willard P. Loch- 
ridge, v.p. of J. Walter Thompson; Will Grant, pres. of Grant Adver- 
tising; and Ray Fowler, v.p. of Needham, Louis & Brorby.. . 

Sam Dalton, head of Typographic Service, Philadelphia, had to 
“borrow” three men recently to help relieve the manpower shortage 
on his country place. Sam and the three spent a whole day trimming 
lawns and working in the Victory garden. .. Joseph J. Hail, mgr. of 
General Outdoor Advertising, Jacksonville, Fia., has been elected 
president of the Jacksonville Exchange Club. . . 

The 35th anniversary of Simmonds & Simmonds, Chicago agency, 
was celebrated at a recent party given in honor of the founder, 
F. M. Simmonds Jr., by Phil Tobias, pres. of the company. . . Harold 
J. Rowe, pres. of the Ambro Advertising Agency, Cedar Rapids, Ia., 
was awarded the degree of Ellis Plan Expert at the annual commence- 
ment of the Ellis Plan Foundation, Westport, Conn., by Lynn W. Ellis, 
head of the foundation... 

Several hundred Chicago advertising men thronged the grand ball 
room of the Palmer House June 29 to hear Keith Wheeler, war corre- 
spondent of the Chicago Times, give an eye-witness account of the 
capture of Attu. He was introduced by S. E. Thomason, publisher 
of the Times... 

Robert H. Sanford, former magazine space salesman, but now one 
of the owners of a cotton mill in Danville, Va., always prided himself 
on his expert driving. In a moment of preoccupation the other day, 
Mr. Sanford hit the back of a Danville bus and the episode set him 
back $10. His former associates at Butterick, Crowell and Hearst are 
hysterical. . . 

The July 14 issue of Variety will carry an article titled “Don’t 
Underquote America’s I. Q.” by Wm. H. Weintraub, head of the agency 
bearing his name. . . Joan LaRoche, daughter of Chester J. LaRoche, 
was guest of honor at a luncheon at the Stork Club recently, before 
ood marriage July 3 to Cadet Richard G. Sinclair of the Army air 
orces. .. 

Mr. and Mrs. Fred Drake are the parents of a 7-lb. daughter. Mr. 
Drake is publisher of Harper’s Bazaar. . . Harry L. Palmer, former 
v.p. of McCann-Erickson, has arrived in England to join the staff of 
we hid D. Gibson, American Red Cross Commissioner to Great 

ritain. . . 

To commemorate the 10,000th broadcast of the “Esso Reporter,” 
Station WJZ was host at a luncheon attended by representatives of 
Esso, Blue Network, and Marschalk & Pratt, Esso’s agency. Guests 
included John McNeil, WJZ mgr.; Mark Woods, pres. of the Blue; 
J. A. Miller, Esso ad director; George L. Trimble, Carlo DeAngelo, 
William Freeman, Ed Clark and John Allen, all from the M&P 
agency... 

CBS’ “Mail Bag,” written by Jack Hoins, member of the press infor- 
mation dept., marked its first anniversary last month. Letters from 
former CBS men now in the services and Jack’s home front views, 
network news and servicemen’s pictures help fill the “Mail Bag,” 
which is mailed to all camps in the U. S. and overseas. . . 

John M. Gunn, radio director of World Broadcasting System, N. Y., 
is looking for an actress to play Madame Chao, 68-year-old leader of 
30,000 Chinese guerilla soldiers, for an episode of “Soldiers of the 
Press.” Madame Chao is known to her troops as “Mama Mosquito.” . . 

Yes-and-no dept. Ralph Schneider, pres. of Broadstreet’s, Inc., 
clothier, told the Int’l. Assoc. of Clothing Designers at the Hotel Penn- 
sylvania that men in the armed forces who are getting accustomed 
to going without coats will present the greatest postwar problem for 
the men’s clothing industry. Said Morton Freund, of Freund Adv. 
Agency: “Soldiers in the service can hardly wait until they return 
to a civilian suit and necktie.” . . 

Jack Jonstone of the Biow Co. has returned from a N. C. fishing trip 
with a deep sunburn, some fish pictures (and stories) and a Van Dyke 
beard. .. When Macfadden’s Herb Drake is busy, he places a sign on 
his door reading, “Silencio, no moleste,” which, bluntly speaking, says, 
“Don’t bother me.” . . 

Author of “Lady With a Date,” in the Aug. Cosmopolitan, is Gerald 
Mygatt, of CBS sales promotion and ad dept. Gerald is the author of 
more than 100 stories and articles in The Saturday Evening Post, 
Collier’s and Cosmopolitan. . . 

Paul G. Hoffman, pres. of Studebaker Corp. and head of CED, is 
also chairman of the board of directors of United China Relief. Under 
his able leadership the organization has obtained more than $9,000,000 
in gifts from individual and corporate donors throughout the U. S. . . 
Ed Clark of Marschalk & Pratt reports that the way some of our 
government big-wigs are roasting each other the administration is 
getting ready to appoint a “feud” administrator. . . 

George McMillan, Association of National Advertisers’ secretary, 
will don professorial robes for a couple of weeks this summer when 
he teaches one of the courses at the trade association executives’ school 
to be held at Northwestern University. .. Herbert S. Houston, pres. of 
the Associated Advertising Clubs of the World, forerunner of the 
Advertising Federation of America, was a guest at the AFA’s meeting 
in New York. He headed the association 25 years ago, during the 
first World War... 

James L. Donnelly, exec. v.p. of the Illinois Manufacturers Assoc.., 
has been appointed a member of the industrial management committee 
of the college of commerce and business administration, University of 
Illinois. . . Raymond F. Stratton, mgr. of the display dept. of B. F. 
Goodrich, celebrated his 30th anniversary with the company last 
month. . . George Lasker, g.m., WORL and WCOP, Boston. was on 
hand for the graduation, June 26, of his son Yale from the Army pre- 
flight school, Maxwell Field, Ala. . . 
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Thomas Spain Named 
PUAA President 


Thomas H. Spain, advertising 
manager, Public Service Utilities 
Electric & Gas Company, Newark, 
N. J., has been elected president of 
the Public Utilities Advertising As- 
sociation, succeeding Clara Zilles- 
sen, advertising manager, Philade]- 
phia Electric Company. 

Other officers elected are: first 
vice-president, Russell I. Seymour, 
advertising manager, Kansas City 
Power & Light Company; second 
vice-president, James V. MacDon- 
ald, Boston Edison Company; third 
vice-president, E. N. Pope, Carolina 
Power & Light Company; secretary, 
Waldo Wright, Amarillo Gas Com- 
pany, Amarillo, Tex.; and treasurer, 
Dale Remington, Wisconsin Public 
Service Company. 


Magazine Changes Name 


The Sportsman Pilot, New York, 
has changed its name to Air Pilot 
and Technician, effective with the 
June issue. Coincidental with the 
name change, the magazine has 
changed its page size from 10x13 
inches to 84%x11%. 


Bogart Joins Ayer 

William G. Bogart, former asso- 
ciate editor of The Shadow, Street 
& Smith publication, has joined the 
copy staff of N. W. Ayer & Son, 
Philadelphia. 


In THE NAVY 
IVS CALLED 


N indelicate subject? 
A Perhaps. Yet more 
and more plants are giving 
an inereasing amount of 
attention to their wash- 
rooms. Management 
knows that here is where 
diseases 


many industrial 


are spread—diseases which 


cut into production, 
through sickness and ab- 


senteeism. It is profitable 


to have clean, sanitary 
toilets fitted with the 
latest equipment. Maybe 


you don’t make washroom 
supplies, but more than 
likely what you do make 
has a new industrial ap- 
The 


health and safety market 


plication. Industrial 
is a rich, important field 
—now and later. We'd like 
to give facts 


you some 


about it. 


%e 


OCCUPATIONAL 
HAZARDS ~ 


“The Only Magazine in the 
_ Industrial Welfare Field 


(how 
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Coffee Industry 
Launches Big 
Advertising Drive 


(Continued from Page 1) 


Coffee Trade Journal and Spice 
Mill tells coffee roasters: ‘“‘They’re 
Going to Have Another Cup! Will 
it Be Yours?” The copy urges 
roasters to capitalize on the sales 
opportunity offered by the increased 
ration. The ad reminds roasters that 
“it will take the combined efforts of 
the whole coffee industry to educate 
the public and inform them of the 
increased supply.” 

In the advertisements scheduled 
for use in restaurant magazines 
during the new bureau campaign, 
copy points out that good coffee is 
a priceless business asset for res- 
taurants. Restaurateurs are urged 
to invite their customers to “Have 
Another Cup.” Grocery magazines 
will run copy advising retailers to 
take full advantage of the profitable 
selling opportunity brought on by 
the increase in the coffee ration. 

In addition to this advertising, the 
campaign will reach radio listeners 
from coast to coast. The message 
will be told in commercials through | 
30 leading home economics pro- | 
grams throughout the country. 


Report Tells of | 
War Aid Given 
by ‘Happy Gang’ 


Toronto, July 6. Tangible re-| 
sults of public-spirited cooperation | 
of a commercial radio program in 
Canada’s war effort are set forth) 
convincingly in a recently-printed 
“report to the nation” by Colgate- 
Palmolive-Peet Company, §Ltd.,| 
sponsor of the show, “The Happy | 
Gang.” 

“The Happy Gang” is recognized | 
as the oldest regular radio program 
in Canada and, according to Elliott- | 
Haynes rating reports, is the most 
popular daytime program north of 
the border—including daytime pro- 
grams sent in from the United) 
States. The show, now broadcast 
Monday through Friday at 1:15 | 
p. m. EWT, was launched by the) 
Canadian Broadcasting Corporation 
on June 12, 1937. C-P-P under 
took its sponsorship starting Jan. 
1, 1940. 

The company, terming the half- 
hour program of song, music and | 
friendly, informal talk “the most| 
expensive radio property in Ca-| 
nada,” said results of the first few 
months proved the investment a/| 
wise one. 

Praise for assistance given war- 
time work by “The Happy Gang,” 
and included in the report, comes 
from officials of such agencies 
as the National War Finance Com- | 
mittee, Canadian Red Cross Society, | 
Boy Scouts Association, Queen’s 
Canadian Fund, Navy League of | 
Canada and others. Portions of | 
letters from listeners throughout the | 
Dominion add to the _ testimony. | 
These letters, Colgate-Palmolive- 
Peet officials explain, have helped | 
determine policies of the program 
ind the company intends to keep 
the show “a property to be used for | 
the benefit of the Canadian people 
ind their war effort.” 

Spitzer & Mills Ltd., Toronto 
gency, handles the account. 


‘Binghamton Press’ 
Bought by Gannett 


The Press, Binghamton, N. Y., 
ias become the 21st member of the | 
rannett Newspapers, Frank Gan- 
lett, publisher of the group, has 
nnounced. 

The evening newspaper and its 
ublishing plant were purchased 
rom Mrs. Willis Sharpe Kilmer, 
ublisher since the death of her 
usband six years ago. The new 
ffiliate will be operated by execu- 
ves now in charge, with A. B. 
nglebert as general manager and 
red W. Stein as editor. General 
ipervision will be maintained at 
ochester, N. Y., headquarters of 
1e Gannett papers. 


~ 
-oleman Forms Agency 
Maurice C. Coleman, formerly 
ith Station WAGA, Atlanta, has 
rmed his own advertising agency; 
n Atlanta under the title Maurice 
Coleman & Associates, with 
iffices in the Citizens and Southern 


National Bank building. 


Field's Names Stansbury 
Olin O. Stansbury, 


ban stores. Margaret Egan, a mem- 
ber of the advertising staff, has 


been named assistant advertising 
manager. L. B. Sizer, former adver- 
was recently ap- 
pointed sales promotion manager. 


tising manager, 


Names Bayless-Kerr 


American Welding & Mfg. Com- 
has appointed 
Bayless-Kerr Company, Cleveland, 
Business 
publications and direct mail will be 


pany, Warren, O., 


to handle its account. 


used. 


with Mar- 
shall Field & Co., Chicago, for sev- 
eral years, has been appointed ad- 
vertising manager of Field’s retail 
store, with direct charge over all 
advertising of the main store, base- 
ment store, men’s store and subur- 


Advertisers fthed . 
to Dramatize War 
Role of Farmers 


(Picture on Page 51) 

Washington, D. C., July 7.—Ad- 
vertisers are being asked to put 
|farming in its rightful position as 
|a major war industry by dramatiz- 
ing the vital role of food in total 
war and acknowledging the farm- 
er’s contribution to victory. Such 
an appeal was issued last week by 
the War Advertising Council in co- 
operation with the Department of 
Agriculture. 

In a striking brochure, entitled 
“Light Reading for Your Lunch 
Hour,” the Council pointed out to 


the farmer is a key cog in a home 
front machine. The material was 
prepared by Ferry-Hanly Company, 
volunteer agency for the Council, 


farm production program. 

Declaring that such phrases as 
“food is ammunition” have lost the 
tang and drive which once distin- 
guished them, the Council declared 
that “Food and fighting are apt to 
seem poles apart. Far removed from 
the excitement, danger and destruc- 
tion of the war, the farmer needs a 
powerful stimulus to connect his 
peaceful acres with a shell-torn bat- 
tlefield—to associate his tractor with 
its offspring, the tank.” 

The booklet also suggests that ad- 
vertisers “show the farmer as an 
equal fighting man with soldiers, 


advertisers, agencies and media that 


sailors and war factory workers. 


and was produced by Republic Steel |.. 
Corporation as a contribution to the| tions for adapting copy to fit the 


| 

| This will do much to make his 
|young son content to stay on the 
\farm where vigor and knowledge 
lare desperately needed.” 

The problem and specific sugges- 


needs of the farm drive are incor- 
porated for general advertisers, 
farm advertisers, and advertisers 
who now have nothing to sell but 
want to get their advertising copy 
on a worthwhile theme. 

tising information are available 
from 


Copies of the brochure and adver- , 


Council headquarters, 60 E, 


42nd St., New York. 


Day Joins F&S&R 


C. H. Day, formerly with Batten, 


Barton, Durstine & Osborn, Pitts- 
burgh, has joined the creative staff. 
of Fuller & Smith & Ross, Cleveland. 
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Showmanship station | 
50,000 watts -780 kc. 


TWICE 


AS CHEAP... 


Our “Showmanship department” said, ‘‘we 
could build a terrific show with him if.. . if 
you dared.” 

We dared. 

For an hour and a half every day, Paul 
Gibson went on WBBM — to talk. (It took 
foresight to venture 90 minutes of talk.) About 
anything interesting. Or stimulating. Or in- 
formative. Just good conversation! 

The letters started pouring in. “My wife 
and I argued your fascinating views on teen- 
age troubles’. 
of Eisenhower’? . 
Indiana State Teachers’ College to read your 
talks on getting along with people’. 
Du Barry really?”.. .“‘A copy for our Rotary 
Club’. . .“‘You take the place of night school’’. . . 

Pretty nearly everybody writes him sooner 
or later. Company presidents, taxi - drivers, 
housewives. A Missionary-to-Moscow wrote, 
‘your sparkling intelligence commands my ad- 
miration and respect.” 


. . “Your intriguing biography 
.. “I would like my class at 


. “Did 


Advertisers write him, too. They write letters 
like this one from the Huber Hoge agency who 
sold books through Gibson’s show: 

“Your Paul Gibson’s Housewives Protective 
League paid out at just twice as low as the 
nearest competing station. This despite the fact 
that we used nearly every station over 1000 


watts in the country.” 


J 


gn he... 


, > 
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Participating sponsorships on ‘‘ Housewives’ 
Protective League”’’ are now available. But 


aside from your selfish inter- 
est in the program, the story 
is one more example of why 
WBBM, Chicago’s Showman- 
ship Station, has been the most 
bought-out radio station in 
Chicago for 18 straight years. 


ra Represented by Radio Sales, 
. the SPOT Broadcasting Division of CBS 
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ADVERTISING AGE 


July 12, 1943 


Creative 
Salesman 
Wanted 


DO YOU really be- 
lieve in Point - of - 
Sale and Direct-by- 
Mail Advertising? 


HAVE YOU some 
ideas now, and 
many more in the 
making, and 
KNOW you can sell 
them? 


CAN YOU get in 
where quality 
lithographing of 
every kind is pur- 
chased and get a 
share of this busi- 
ness on the basis 
that the customer 
will get what he 
wants when he 
wants it? 


WOULD YOU like a 
hook-up which will 
definitely take you 
out of the "hired 
help" category and 
into a ‘driver's 
seat"? 


Former Advertising 
Agency man—now in 
the lithographing bus- 
iness — seeks a man 
who thinks he is en- 
titled to, and knows 
he can eventually 
head a business. Ad- 
vertiser is not seeking 
one dime capital, but 
can offer real pro- 
ducer substantial in- 
terest in paid for 
money making small 
plant now doing a 
class of work which 
is second to none in 
quality. Mid-West lo- 
cation but successful 
applicant can roam. 
Interview in Chicago 
to anyone who will 
answer every one of 
the above questions 
in detail. My organi- 
zation knows of this 
advertisement. Ad- 
dress Box 4191, AD- 
VERTISING AGE, 
CHICAGO. 


| 
| 


| 
| 


Corn Products 
Renew on CBS 


New York, July 7.— Emerson 
Drug Company has renewed its 
interview show, “Vox Pop,” 
Parks Johnson and Warren Hull, 
effective July 19. Heard Mondays 


from 8 to 8:30 p. m., EWT, in behalf | 


of Bromo Seltzer, the program will 


add 43 outlets to take in the full) 
Ruthrauff & Ryan) 


CBS network. 
handles the account. 


Corn Products Renews 


Corn Products Refining Company 
has renewed “Stage Door Canteen,” 
featuring stars of radio, stage and 
screen, over 54 stations of CBS. The 
program is heard Thursdays from 
9:30 to 10 p.m., EWT. C. L. Miller 
Company is the agency. 


Replaces “Maxwell House” 


“Maxwell House Coffee Time,” 
sponsored by General Foods, has 
been replaced with a new program 
titled “Blind Dates,” beginning July 
8, over the full NBC network, as a 
summer substitute. The show will 
be heard Thursdays from 8 to 8:30 
p.m., EWT. Benton & Bowles, New 
York, is the agency. 


Experts Take Rest 
H. J. Heinz Company will sponsor 
“Vacation Serenade,” a _ series of 


“pop” concerts featuring light 
classics and musical comedy favor- 


ites, to replace “Information Please” | 


for eight weeks, starting July 19. 
The new program, heard on NBC 
Mondays from 10:30 to 11 p. m., 
EWT, gives the “Information Please” 
experts their first vacation since 
the program started in 1938. Maxon, 
Inc., is the agency. 


Schutter Substitutes 


Schutter Candy Company is 
replacing “Colonel Stoopnagle’s 
Stooparoos” with the “Coronet Lit- 
tle Show,” a Sunday dramatic 
series, over CBS, starting July 11. 
The program, dramatizing stories 
in current issues of Coronet, is 
heard from 12:45 to 1 p. m., CWT. 
Schwimmer & Scott, Chicago, is the 
agency. 


Lee Hats Takes Mutual 


Frank H. Lee Company, manu- | 
| Rudy Vallee, one of radio’s pio-| 
Dale Carnegie on 28 stations of the| 


facturer of Lee hats, will sponsor 


Mutual network, beginning Aug. 26. 
Carnegie will be heard Thursdays 
from 10:15 to 10:30 p. m., EWT, and 
will tell listeners “Little Known 
Facts About Well Known People.” 
Bermingham, Castleman & Pierce 
handles the account. 


New Serutan Program 


Serutan Company will sponsor 
A. L. Alexander’s human interest 
series, “Mediation Board,” on 12 
Mutual stations, effective July 11. 
The program is heard Sundays from 
8 to 8:45 p. m., EWT. Raymond 
Spector Company, New York, is the 
agency. 


Texaco Summer Format 


James Melton has taken over the 
Fred Allen program effective July 
4, heading the summer replacement 


program sponsored by the Texas 
Company. Entitled “Music for | 
America,” the new Texaco Star 


network on Sundays from 9:30 to 
10 p. m., EWT. Buchanan & Co. 
is the agency. 
New Show for Adam Hats 
Adam Hat Stores 


will resume 


|radio advertising the first week in 


September with a new 15-minute 
weekly program, “That’s a Good 
One,” which will present jokes old 
and new. It will be aired Tuesdays 
from 8 to 8:15 p. m., EWT, on 134 
Blue Network stations. Adam re- 
cently ceased its broadcasts of box- 
ing bouts because of a dearth of 
good contests, but will continue to 
broadcast reports of outstanding 
ring battles. Glicksman Advertis- 
ing Company handles the account. 


Takes Full Network 


Bisodol Company, New Haven, 
Conn., will step up its CBS network 
for “Romance of Helen Trent,” 
effective July 6, from 52 to the full 
116-station network. The 15-minute 


program is heard daily at 12:30) 
p. m., EWT, on behalf of Bisodol 
mints. Blackett-Sample-Hummert, 


New York, is the agency. 
Lever Renews Five Shows 

Lever Brothers Company has re- 
newed five of its CBS programs, 
two of which are heard over the 
full network. “Burns and Allen,” 
for Swan soap, is heard Tuesdays 
from 9 to 9:30 p. m., EWT, over the 


Emerson Drug and | 


with | 


CANNING AIDE 


#2 Be 


Le 


yaa 


- 


Myrna Johnston, foods editor of Better 
Homes & Gardens, shows a “Key to 
Wartime Canning" envelope file to Rex 
Stark, promotion manager, which was 
prepared for B. F. Goodrich Co., Akron, 
and will be sold to homemakers for 25 
cents in Goodrich stores throughout the 
country. The guide also will be featured 
in Goodrich newspaper advertising. 


full network. This program will 
take a summer hiatus after the July 
29 broadcast, with CBS filling in 
with a sustaining program titled 


“The Colonel,” starring Colonel 
|Stoopnagle. Young & Rubicam is 
| the agency. 


| “The Mayor of the Town” is 
heard in behalf of Lifebuoy soap 
| and Rinso on the full net, including 
|CBS outlets in Honolulu and Hilo. 
|The program is aired Wednesdays 
|from 9 to 9:30 p. m., EWT, with 
rebroadcast at 12:30 a. m., EWT. 
Ruthrauff & Ryan handles this show. 
| The three other shows renewed 
| are daytime serials, “Aunt Jenny” 
| (Ruthrauff & Ryan), heard over 51 
| stations Mondays through Fridays 
|from 11:45 to 12 noon, EWT; “Big 
| Sister” (Ruthrauff & Ryan) in be- 
|half of Rinso, aired Mondays 
through Fridays from 12:15 to 12:30 
p. m., EWT, on 71 outlets; and 
“Bright Horizon” (Young & Rubi- 
cam), which is aired for Swan soap 
on 46 stations Mondays through Fri- 
|days from 11:30 to 11:45 a. m.,, 
| EWT. 
Vallee Quits Radio 


neer entertainers and star of NBC’s 


show in order to complete advanced 
training with the Coast Guard, in 


rating as a bandmaster. 
ing the service a year ago, Vallee 
|has been turning over his salary 
from the Sealtest show to the Coast 


Guard Welfare Fund. The program | 


| will continue with Joan Davis and 
Jack Haley as co-stars. 


New Old Gold Show 


| P. Lorillard Company, maker of 
Old Gold cigarets, will sponsor a 
new variety show over the full 


| NBC network every Sunday night, | 
beginning July 18, from 10:30 to 11, | 


| EWT. Titled “Bob Crosby and Com- 


| pany,” the program will feature the | 


| young orchestra leader and an 18- 
piece band. J. Walter Thompson 
Company is the agency. 


Theater show is heard over the CBS| General Aircratt 


‘Uses First Ad Copy 

General Aircraft Corporation, As- 
toria, L. I., made its bow as an ad- 
| vertiser last week with a half-page 
advertisement in the July 9 New 
Yerk Times. The ad was timed to 
follow recent newspaper articles 
telling of a fully-loaded glider 
being towed across the Atlantic for 
the first time. 

Copy points out that today Gen- 
eral Aircraft is building giant 
gliders, but “tomorrow General Air- 
crafters will be building the Sky- 
farer, the patented airplane with 
the revolutionary two-control sys- 
tem of flight.” Grand Rapids Indus- 
tries recently purchased rights to 
manufacture the Skyfarer (AA, 
June 28). At the same time it has 
been announced that H. B. Humph- 
rey Company, Boston, has been ap- 
pointed agency for General Aircraft 
The agency has just opened a 
branch office in New York. 


Surrick Gets NAB Post 

John E. Surrick, director of sales 
of WFIL, Philadelphia, has been 
appointed to the sales managers 
executive committee of the National 
Association of Broadcasters. The 
group, which includes eight station 
executives, formulates sales policy 
and practices in line with NAB 
regulations. 


Sealtest program, has withdrawn 
from his Thursday night variety | 


which he holds a chief petty officer’s | 
Since join- | 


| Albert Swinaky, 


‘Times-Herald’ 
Executive, Dies 


| Dallas, Tex. July 8W—Funeral 
| services were held here today for 
Albert Swinsky Jr., vice-president 
and general manager of the Dallas 
| Times-Herald and _ president of 
| KRLD Radio Corporation, operator 
of the Times-Herald station, KRLD. 

Mr. Swinsky died Tuesday after- 
noon in Medical Arts hospital of in- 
juries received in a fall May 11. He 
was 46. 

The Times-Herald executive be- 
gan his career with the newspaper 
as a delivery boy, when he was 13, 
steadily adding duties as he ad- 
vanced to advertising salesman, ad- 
vertising manager, director of ad- 
vertising and finally vice-president 
and general manager. The paper 
was a seven-column, one - edition 
daily in 1914 when he was shifted 
from the circulation to the adver- 
tising department. He was named 
advertising manager in 1921. 

In the stirring years that fol- 
lowed, when progress in the adver- 
tising field developed at an extent 
never known before, Mr. Swinsky 
directed the paper in its advertis- 
ing expansion. At the time of the 
death of E. J. Kiest, publisher, in 
August, 1941, Tom C. Gooch was 
elevated to the position of presi- 
dent and _ publisher, and Mr. 
Swinsky was made vice-president 
and general manager of the Times- 
Herald and president of KRLD, 
50,000-watt station established by 
the paper in the early 20’s. 


G. G. GOLDTHWAITE 


Montreal, July 7.—G. G. Gold- 
thwaite, 61, assistant manager, 
Switzer & Mills Ltd., advertising 
agency, and formerly advertising 
manager for Canadian National 
Railways, died here yesterday after 
a short illness. 

Mr. Goldthwaite was born in 
Nashua, N. H., and began his news- 
paper career with a local paper and 
then served with the Boston Globe. 
He came to Canada in 1910 and 
joined the Porcupine Nugget. In 
1914 he became city editor of Mont- 
/real Herald and three years later 


|entered the advertising field. For 
about ten years he served with 
Canadian National Railways, first 
as assistant advertising manager 
and then as advertising manager. 
After that he was for a time with 
J. J. Gibbons Ltd., Montreal adver- 
tising agency, in an executive ca- 
pacity. 


ALFRED F. HARRIS 


Cleveland, July 6.—Alfred F. 
Harris, chairman of the board of 
Harris-Seybold-Potter Company 
and a pioneer in development of the 
offset lithographic press, died at his 
home here June 26. He was 83. 
Mr. Harris’ son, Alfred S., is vice- 
president of the company. 


JAMES E. MACMURRAY 


Chicago, July 6—James E. Mac- 
Murray, founder and former chair- 
man of the board of Acme Steel 
Company, died July 1 at Pasadena, 
Cal. Mr. MacMurray, who was 80, 
held the presidency of the company 
for 38 years, later becoming board 
chairman until his retirement sev- 
eral years ago. 


Loomis Gets Kansas 


City Transport Account 


Loomis Advertising Company, St. 
Louis, has signed a contract with 
the Kansas City Public Service 
Company, effective Sept. 1, for the 
exclusive sale of transportation 
advertising in the greater Kansas 
City area. 

Other Midwest operations of the 
agency include transportation ad- 
vertising in St. Louis, Omaha and 
St. Joseph, Mo. 


Prizes Awarded in 
Poster Art Contest 

Cash prizes totaling $660 have 
been presented to winners of the 
fifth annual poster art contest for 
secondary school students in De- 
troit, sponsored by Walker & Co., 
outdoor advertising firm. 

Three hundred entries were made 
in the competition, of which 58 
prize-winning designs were selected. 
The 100 best designs were exhibited 
by J. L. Hudson Company, Detroit 
department store. 


up 33”to 101,400 


Corpus Christis A. B. C. 


City Zone 


Population 


@ The Audit Bureau of Circulations and Standard Rate and 
Data now list Corpus Christi, Texas, with a City Zone Popula- 


tion of 101,400! 


@ Advertising Age carried Bureau of Census classifications in 


a nationwide survey and rated 


Corpus Christi among the six 


cities tnat led in WAR GROWTH and were most likely to retain 
that growth AFTER THE WAR! 


@ Only SIX Cities in Texas Are Over 100,000 Population! IN- 
CLUDE CORPUS CHRISTI IN YOUR “100,000 AND OVER” 


TEXAS LIST! 


Sources of Information: 
A. B. C.; Standard Rate and Data; 
Advertising Age; Bureau of Census 


The Corpus Christi Caller - Times 


REPRESENTED BY THE TEXAS DAILY PRESS LEAGUE 
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5% Newsprint Cut 


Ordered by WPB 
for 3rd Quarter 


(Continued from Page 1) 


tion, which is headed by Rep. Lyle 
Boren. 


Extras Not Recommended 


The order itself followed closely 
the lines of the recommendations 
made last month by the newspaper 
advisory committee. H. M. Bittner, 
director of the Printing and Pub- 
lishing Division, pointed out, how- 
ever, that the newspaper section 
would not recommend to WPB’s 
appeals board that extra paper 
should be granted for special edi- 
tions, to cover circulation gains 
achieved by contests, to print cir- 
culars, throwaways or advertising 
supplements not incorporated in the 
newspaper itself. A commercial 
printing plant, however, whether 
owned by the newspaper or not, 
may print such material from its 
own quota, in accordance with the 
commercial printing order, L-241. 
Army camp publications fall into 
the commercial printing category. 

Exceptions to the order must be 
filed with the printing and publish- 
ing division by July 15 for the third 
quarter in which the amended order 
takes effect. 

In all such appeal cases, the fol- 
lowing data must be given: 

1. Amount of print paper used 
during the third quarter of 1941 in| 
printing net paid circulation only. | 
Add 3% for production waste. If 
the resulting figure is 500 tons or| 
more, deduct 5%; if less than 500) 
tons, deduct 5% of the amount in| 
excess of 25 tons. This should be! 
the allowable print paper for the | 
quarter, and publishers are asked | 
to show separately all component 
parts of the final figure. 

2. Estimate, in specific number | 
of tons, minimum requirements for | 
the third quarter of 1943. 

All the following information is | 
sought for the third quarter of 1941 


JOHN J.GILLIN, JR. PRES. 
«JOHN BLAIR 6 CO. REPRESENTATIVE 


and the second quarter of 1943. 
Figures for morning, evening and 
Sunday should be listed separately. 

3. Gross tons of print paper used 
per month, whether in the publish- 
er’s plant or used for supplements 
produced for the publisher by 
others, including all production 
waste and damage in transit waste, 
unless compensation has been re- 
ceived from the transportation com- 
panies for the damaged paper. Do 
not include paper used in commer- 
cial printing or in printing other 
publications. 

4. The following data: Net press 
run average by months and quar- 
terly average; net paid circulation 
averages by months, according to 
ABC standards and quarterly aver- 
ages; per cent of difference between 
net press run and net paid for each 
quarter; average number of pages 
per issue, including supplements; 
number of issues each month; total 
number of lines or inches of paid 
advertising per month; total num- 
ber of lines or inches of unpaid 
content per month. 

Publishers are asked to state in 
detail whether anticipated conserv- 
ation measures have been accom- 
plished. If additional tonnage is 
requested, and no previous appeal 
has been granted, specimen copies 
of the paper should be submitted, 
together with a _ description of 
methods and plans devised to con- 
serve paper in the face of increased 
requirements. 

All appeals 


must be filed in | 


triplicat d add d to W 
Saieion  Bened. "alae ont Kynett Elected 
Publishing Division, Washington, | Chairman of 


D. C. Reference: L-240. 
WPS TRIMS USE OF Continuing Study _ 
New York, July 7.—The board of 


PAPERBOARD IN DISPLAYS 

PP ly cpr Rg ia por Magen directors of the Advertising Re- 

off one-third of the total paper and | het.  ieyeete en ae Aloe 

oe aaieaibesens af anoles used in Kynett Company, Philadelphia, has 
The order said that. until further | @¢cepted the chairmanship of the 

notice printers and producers “r | administrative committee for the 

total weight of paper utilized during . - y 


: 4 : Borden Company served as chair- 
the corresponding period of 1941. | van last year. 


Except for actual material in inven- | cll ; 
tory as of today, they also cannot | _The oe te ee = a 
use paperboard containing virgin | P@P€r *eacing Aig cyte moter len 
pulp or fiber, or easels, backing or for four years under an administra- 
: ; | tive committee, appointed by the 


bracking made of kraft stock, or| saamed ee cas 
reinforcements made of wood, metal | ae hig ay mes jet be’ Ga 
or plastics. | American Association of Advertis- 
ing Agencies and the Association of 
Degen Joins Ted Bates | National Advertisers. The study is 
Robert F. Degen, for the past ten| financed by the Bureau of Adver- 
years vice-president and merchan-|tising, American Newspaper Pub- 

dising director of Kenyon & Rohe. | See ns h He 
hardt, New York, has joined Ted er members of the committee 
Bates, Inc., New York, as an account| Who continue for the next 12 
executive. ‘months are: Lee H. Bristol, vice- 


Snidhintintieaccraieie | president, Bristol-Myers Company; 

William G. Chandler, member of 

Maurer Promoted | the advisory board, Scripps-How- 
J. Ward Maurer, advertising man-| ard Newspapers; Charles F. McCa- 
ager, Wildroot Company, Buffalo,| hill, vice-president and _ general 
has been appointed to the newly-| manager, Cleveland News; William 
created post of manager of adver-| G. Palmer, vice-president, J. Walter 
tising and merchandising. | ceumatn Company, and Mr. Pea-| 


body. Continuing ex-officio mem- 
bers are William A. Thomson and 
George Benneyan of the Bureau of 
Advertising. 


Sally Woodward Elected 


Sally Woodward, in charge of 
consumer relations, department of 
public service, General Mills, Min- 
neapolis, has been elected chairman 
of the Council on Women’s Adver- 
tising Clubs, and by virtue of 
the election becomes a vice-presi- 
dent of the Advertising Federation 
of America. 


Issues Clothing Booklet 


Riverside & Dan River Cotton 
Mills, Danville, Va., has issued a 
booklet titled, “How to Take Care 
of Your Clothes,” as a contribution 
to the nation’s conservation pro- 
gram. Booklets may be obtained 
free on request to Dan River Mills, 
40 Worth St., New York. 


WANTED... 
RADIO DEPARTMENT ASSISTANT 


Man or woman experienced in time buy- 
ing and general radio dept. routine 
wanted by large southern advertising 
agency. This is a real opportunity and 
chance to prove executive ability for 
right person who is capable of keeping 
ahead through initiative and performance. 
Must be good correspondent. Send com- 
plete details of experience, education, 
draft status, etc. in first letter. Write Box 
4197, ADVERTISING AGE, Chicago. 


UENO Tele eee ee ele. 
oe oe el i 


deed 


KIA sings ee the. 


Any performer knows that success depends on popularity in the gallery—and that they've 


PITTSBUR 
50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 


WOWO + WGL + WBZ * WBZA * 


REPRESENTED NATIONALLY BY NBC SP 


KYW * 


got to hear you before they can like you. } And any space man knows that there 
are six million customers in the war-busy industrial area surrounding Pittsburgh, but that 
the city itself, small geographically, accounts for only 671,000 of them. } It takes 
KDKA to reach Pittsburgh and Allegheny County and the 70 tri-state counties which 


hold 60 towns of over 10,000 population. It takes 50,000 watts to reach the market you 


want to sell. It takes KDKA to cover the people and the dealers who matter to you. 
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| employs the wine steward trade 


‘R-Man’ Given 


|character. Large-space advertise- 
. 'ments in trade publications and 
Prominent Role |direct mail also are being used. 


in Roma Campaign 


(Picture on Page 51) 


Fresno, Cal., July 7.—If Roma 
Wine Company has anything to say 
about it—and it has planned plenty 
—a new “R-Man” wine steward is 
destined to become one of the most 
familiar trade figures in consumer 
advertising. 

In advertisements which the West 
Coast company has just launched 
in nine national magazines, the 
“R-Man” makes his bow as the 
capital letter in the Roma name, 
with an accompanying line, “I speak 
for Roma!” The line was brought 
over to the new publication adver- 
tising from one of the commercials 
in the coast-to-coast, half-hour 
“Roma Wine Show” over a CBS 
network. 

Roma started its heavy promotion 
of wines last spring with the radio 
program featuring Ransom Sher- 
man. Starting with the June 3 
broadcast the pace was stepped up 
with the addition of such stars as 
Charlie Ruggles, Mary Astor and 
Mischa Auer. One of the Roma 
commercials pays tribute to the skill 
and vision of all California vine 
growers. The main commercial 
opens with the now-familiar line, “I 
speak for Roma.” 

The new magazine series which 
gives prominence to the “R-Man” 
will include color pages and half 
pages, as well as some smaller space 
in black and white. To emphasize 
the American and California origin 
of Roma wines, vineyard land- 


scapes are reflected in one or more | 
wine glasses. The copy repeats one | 
of the radio sales arguments, that | 


Roma wines are “true to type, faith- 
ful in flavor, sound of character and 
reasonable in cost.” 

Newspaper space in all important 
markets also is scheduled, with 
copy first boosting the radio show 
and then gradually working over to 
a combination job of building the 
radio audience and enhancing Roma 
leadership in the field. 
dow, floor, 


counter and back-bar 


Point of | 
sale display material, including win- | Life 
| Post. 
pieces, and a series of bottle collars, | phia, 


McCann-Erickson, San Francisco, 
handles the Roma account. 


Park & Tilford 
Schedules Copy 


in 75 Dailies 


New York, July 7.—Park & Til- 
ford Distilleries, Inc., continuing 
the institutional advertising cam- 
paign launched several months ago, 
last week released new copy to 75 
newspapers in 60 cities through 
Charles M. Storm Company. Sizes 
vary from five full columns to 250 
lines on four columns. 

Dominating illustration of the 
copy is a reproduction of headlines 
from newspapers published during 
the five wars that have occurred 
since Park & Tilford was founded 
in 1840. 

The copy headline reads: “Park & 
Tilford has gone through 5 wars— 
we are helping to make this the 
LAST!” Copy then dwells upon the 
vital role of the war alcohol being 
produced exclusively at the five 
Park & Tilford distilleries, and, al- 
luding to the rationing program 
now in effect, the public is assured 
of supplies of Park & Tilford whis- 
kies for years to come. 


McAlear Names Pflaum 


McAlear Mfg. Company, Chicago, 
maker of valves, liquid level and 
temperature controls, has appointed 
Stanley Pflaum Associates, Chicago, 
as its agency. Beginning with Sep- 
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Clorox Chemical Co., Oakland, Cal., 
ran this advertisement in newspapers 
recently “to familiarize the American 
people with the protective values of Clo- 
rox in case of emergency.” Copy calls 
attention to the official film, “What to 
do in a gas attack,” prints of which 
have been contributed by the company 
to defense councils. Erwin, Wasey & 
Co., San Francisco, is the agency. 


Schrattt's Closes 
Sundays, First 
Time in 45 Years 


| New York, July 7.—Frank G. 


tember issues, the company will use|Shattuck Company, operator of 
two-color and black and _ white/Schrafft’s chain of restaurants, 
pages in 14 business and trade|which recently placed 1,000 line 
papers. display advertisements in metropol- 


Boosts Bond Sales 
Hygienic Food Products 


jitan dailies in an effort to solve its 
|help wanted problem (AA, May 31), 
jused 240-line space last week to 


Com-|announce that all Schrafft’s stores 


pany, Canton, O., has contributed a land restaurants will be closed Sun- 
new campaign to stimulate the sale|qays during July and August. 


of war bonds and stamps for post- 


Copy explains that current short- 


war purchases, which will get under | age of food and difficulties of war- 


wa 


is in charge. 


Way To Reach The 


office. 
MAJOR MARKET cover- 
age available in Middle 


West through Loomis Ad- 
vertising Company: 


Omaha, St. Joseph, St. 
Louis, Kansas City (After 
Sept. |, 1943). 


Sure and Economical 


GREAT AND GROWING 


ST. LOUIS MARKET 


A recent survey of the great and GROW- 
ING St. Louis market, made by Edward 
G. Doody & Co., market research organi- 
zation, shows that 88 of every 100 people 
ride street cars and buses regularly . . . 
that 84°/, of these riders read car cards 
... that more than half of them remember 
the advertised products. St. Louisans are 
spending the biggest payroll in their his- 
tory. We shall be pleased to give you 
complete details of this survey which points 
the way to give your sales messages extra 
impact in Greater St. Louis. 
any other information desired, contact our 
nearest representative or our St. Louis 


Loomis ADVERTISING COMPANY 
408 Olive Street ST, LOUIS (2) 


For this or 


GArfield 3700 


SEE .. 


report 


In Chicago 
Raymond J. Ryan 
203 North Wabash 


Andover 2240 of 


sue 


AGE. 


of St. 
rapid wartime growth 
on page 38 of this is- 
ADVERTISING 


authentic 
Louis’ 


In New York 
Dan B. Jesse, Jr. 
10 East 43d Street 
Murray Hill 2-4845 


|ployes the opportunity of enjoying | 
| Saturday holidays, all stores would| Walter 


y this month in Collier’s, Liberty,|time operation make it necessary 
and The Saturday Evening | to close all stores on Sundays. 
N. W. Ayer & Son, Philadel-| oficial of the company told ADVER- 


An 


|TISING AGE that the recent display 
|advertisements inviting women to 
apply for jobs did not alleviate the 
personnel situation to any great de- 
'gree. This is the first time in about 
'45 years that the company has been 
|compelled to close its doors on Sun- 
| days. 

Al Paul Lefton Company handles 
the account. 

John David, Inc., men’s furnish- 
ings organization with stores in 
Brooklyn and New York, also used 
large space in metropolitan news- 


|papers to announce that in a move 


to aid the war effort, conserve vital 
consumer goods, and give its em- 
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tatives Available,” 


cash with order. All other 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
30 cents a line, minimum charge $1. 


rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


classifications insertion 


(single 


REPRESENTATIVES WANTED 

Sales Representatives, Chicago and 
other key cities calling on advertising 
trades. EYE-CATCHERS monthly 
photo ad service. Nothing like it any- 
where. Appeals to Agencies, Manu- 
facturers, Publishers, Printers, ete. 
Broad market. Splendid prestige. Al 
product. No blue sky. Good money 
maker. Commissions paid promptly. 
Leads furnished. See display ad this 
issue Advertising Age. Write D. H. 
Livingston, EYE-CATCHERS, Inc., 10 
East 38 St., New York. 
REPRESENTATIVES AVAILABLE 
Experienced, draft-exempt firm East- 
ern representatives, with New York 
office, available for additional general 
magazine or trade papers. 

Box 41938, ADVERTISING AGE, N. Y. 
Chicago Publishers Representative 
now serving outstanding national 
business paper can handle another 
magazine. Maintains complete office 

facilities. 
Box 4185, ADVERTISING AGE, Chgo. 
HELP WANTED 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 S. State St.—Chicago, Ill, 


’ POSITIONS WANTED | <a 
Layouts-Lettering-Art-Production 
Valuable man, 4A, experienced as art 


director and production for agency 
and mail order house. Modern point- 
of-sale layouts and finished. Fast, 


able, all around artist. 


Box 4194, ADVERTISING AGE, Chgo. 


__ POSITIONS WANTED 


SALES PROMOTION 
ADVERTISING EXECUTIVE 

7 yrs. newspaper adv. sales and pro- 
motion; 10 yrs. tech. sales and mfg. 
exp. Age 38, married, draft deferred. 
B. S. in Chemical Engineering. Top- 
flight producer. Exper. copy writing, 
catalogs, sales manuals, sales train- 
ing, merchandising plans, house or- 
gan. Now employed. Seek connec- 
tion with mfr. or publisher—tech. or 
scientific lines preferred. 

Box 4195, ADVERTISING AGE, Chgo. 
Draft Exempt Copywriter (age 39), 
with graphic arts background, desires 
responsible agency connection. He 
has progressive ideas, creative copy- 
writing ability, and has won national 
notice in the contest writing field. 
Strictly honest, loyal and industrious, 
he confidently expects to reach the 
top. He doesn’t Know it all but has 
a substantial foothold. He can be- 
come indispensable to a busy exec- 
utive. Let’s both take a chance! 

Box 4196, ADVERTISING AGE, Chgo. 

AGENCY 
Executive 


or MANUFACTURER 

assistant or manager; 8 
years 4-A agency experience all de- 
partments plus specialized creative 
and production. Will assist first-line 


executive or manage operation with 
future. Married; draft-exempt; West 
preferred; $6,000 minimum. 

Box 4187, ADVERTISING AGE, Chgo. 


House Organ Editor or Public Rela- 
tions officer. 4F, well rounded back- 
ground of 10 yrs. exp. in newspaper, 
radio, magazine editorial work. 

Box 4182, ADVERTISING AGE, Chgo. 


Agash Launches 
13-Week Campaign 
in Greater N. Y. 


New York, July 8.—A _ concen- 
trated advertising campaign in 
newspapers of the greater New 
York market has been launched by 
Agash Refining Corporation for its 
Royal Cook oil, with initial inser- 
tions appearing today in the Mirror, 
News, Post, Sun and World-Tele- 
gram. 

Scheduled on a 13-week basis, 
advertisements will appear once a 
week, with insertions in Parents’ 
Magazine and Everywoman’s aug- 
menting the newspaper campaign. 
Also included is a participation pro- 
gram on Station WOR. 

Copy stresses that Royal Cook oil 
is the only popular salad oil con- 
taining nutritious soya oil; points 
out the company’s product is a com- 
bination of vegetable oils blended 
with oil from the soya bean. Its 
use with salads, for frying and 
cooking, and as a liquid shortening 
is recommended in the copy. 

Diener & Dorskind handles the 
| account. 


JWT Gets S. A. Account 
The Buenos Aires office of J. 
Thompson Company has 


|be closed Saturdays from July 10} been appointed agency in Argentina 


|to August 28. Despite the fact Sat-| for South America Fabrica Argen-| tionery, 
|}urday has always been probably the| tina de Alpargatas, 
|heaviest business day 
| sales, 


eae. 


in point of 
the company has voted to 
close on that day, the first time in 
the company’s 40-year history. 


Milwaukee Club Elects 

Les Hafemeister, 
manager, Weyenberg Shoe Mfg. 
Company, has been elected presi- 


Other 


officers elected 


Inc., vice-president; 


|Ed Carlson, sales manager, Red 
Star Yeast & Products Company,| 
secretary; and Gus Trester, Mil- 


waukee Gas Light Company, treas- 
urer. 


Fitch Receives Refund 


F. W. Fitch Company, Des 
Moines, has received a ruling from 
Federal Judge Charles A. Dewey 
entitling the firm to a $67,666 re- 
fund of excise taxes paid to the 
government. The company was 
upheld in its contention that it 
should have been allowed deduc- 
tions for selling and advertising on 
that portion of its output which 
went to barbers, jobbers, beauty 
supply dealers and chain store cus- 
tomers. The judge overruled the 
claim of the commissioner of in- 
ternal revenue that the claim should 
not be allowed. 


Kellogg Acquires Mill 

The Kellogg Company, Battle 
Creek, Mich., has acquired a long- 
term lease on the plant of the Miller 
Cereal Mills, Omaha. Plans call for 
the manufacturing of Kellogg cereal 
products at the new plant. 


advertising | 
ident of the Milwaukee Advertising | 
| Club. 
Guy Hamilton, advertising manager, 
|Ampco Metal, 


are: | 


of leather shoes. 


Cartoons Spark 
New Land O'Lakes 
Series in Dailies 


Minneapolis, July 7—Employing 
a cartoon technique which proved 
highly successful in a test, Land 
O’Lakes Creameries will initiate a 
new campaign in newspapers of 
major markets starting the week of 
July 18. 

The campaign was decided on 
after a newspaper test of the adver- 
tising attained one of the highest 
readerships per dollar in the history 
of the American Newspaper Pub- 
lishers Association’s Continuing 
Study of Newspaper Readership. 
| Opening advertisement in the 
|new series shows a grocer about to 
| put out the lights and a woman 
| customer equipped with cot and 
pillow, who remarks stubbornly: 
“No, I’m going to wait for tomor- 
row’s delivery. My husband won't 
let me come home without Land 
O’Lakes sweet cream butter.” 

A new line of display and grocer 
cooperative material will be tied in 
with the newspaper campaign. 

Campbell - Mithun, Inc., handles 
the account. 


Names Horton-Noyes 


manufacturer 


Hampshire Paper Company, Hol- 
yoke, Mass., manufacturer of sta- 
has appointed Horton- 
Noyes Company, Providence, R. L., 
to handle its advertising. 


| 
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J. Jy 


MONTREAL 


| TORONTO WINNIPEG 


GIBBONS KNOWS CANADA 
GIBBONS LTD. 


SAY STR ERT. - TORONTO 


REGINA 


MERCHANDISING 


CALGARY EOMONTON VANCOUVER 


Advertising 
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PRINTING 


: 


. 


DAY AND 


SERVICE 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
... It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 
Ad-Setting * 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


Typography 


Engraving + Printing 
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Truman Committee 
Hits Hard at War 


| Helldiver and spent $331,250 on ad-| 
vertising in 1942. In 1943, the com- 


mittee declared, the company’s | 
| --_ageeeee budget will be $872,- 
| 821. 


Also attacked was a recent cam- 
paign by International Nickel Com- 
' pany, on which $80,000 was said to 
Contractors Co have been spent, which stated that 

py “today helicopters shadow subs.” 

Despite the fact that the campaign 

(Continued from Page 1) |was approved by the Navy public 

statement, which is sure to have the| "lations office, the Truman report 

most widespread repercussion on|5#YS, “the fact is that the Navy to- 

advertising by war contractors, as | day has no helicopter, nor until the 

well as upon approval of advertis- |/@st few weeks has any Navy offi- 
ing themes by the Army, Navy and | cer flown one. 

other services. 


Declaring that it has recom: | 
mended that the question of adver- War Labor Board 


APPEAL TO WOMEN 


mill LS f | 


oe 


tising costs be investigated by +e Gets ‘Custody’ 


Bureau of Internal Revenue, the 
Truman committee said it appreci- 
ated the fact that some advertising 
is proper and to some extent it 
should be recognized as a legitimate 
expense of doing business, “but the 
committee believes that advertising 
expenditures, unless paid by the 
company out of its profits after in- 
come taxes and renegotiation, in- 
stead of indirectly by the govern- 
ment, should not be greater than 
those incurred by the company 
prior to the war and even then the 
references to contributions to the 
war effort should be subject to scru- 
tiny for the purpose of protecting 
the public’s interest against un- 
founded claims.” 

Turning all its heavy guns on 
Curtiss-Wright, the report asserted 
that “the committee particularly 
condemns advertising such as the 
Curtiss Helldiver advertising, which 
was intended to give the public the 
erroneous impression that the Cur- 
tiss Helldiver was the world’s 
finest dive bomber and was making 
a substantial contribution to the 
war effort, when the fact is that no 
usable plane has yet been produced 
and that the dive bombers in use 
by the Navy were produced by 
Douglas Aircraft Company, not by 
Curtiss-Wright. The fact that such 
advertising was approved by the 
Navy and was based on a speech 
of a Navy admiral does not justify 
it. The Navy action was unfortu- 
nate and premature.” 

According to the committee, Cur- 
tiss spent $12,448 in advertising the 
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radio station 
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News| Services! 


{The ONLY Station in the 
entire West with 


UNITED PRESS 


ASSOCIATED PRESS 


INTERNATIONAL 
NEWS SERVICE 


and 


(Exclusive) 


REUTERS 


the oldest News Service in the W orld 


All on 


Warner Bros. 


KFWB 


William G. Rambeau 
National Rep. 
New York-Chicago 


Harry Maizlich 
General Manager 


of Petrillo Ban 


Washington, D. C., July 8.—The 
strange case of the banned trans- 
criptions, kicked about by one fed- 
eral court, dissected by a Senate 
committee, and ripped by the entire 
radio industry, tomorrow will enter 
a new tribunal, the War Labor 
Board, 

The chief figure in this appear- 
ance, as in previous billings, will 
be James Caesar Petrillo, head of 
the American Federation of Musi- 
cians, whose ban on transcriptions 
has been a source of primary con- 
cern to the radio industry and to 
advertising. 

The appearance before the WLB 
is to determine whether the trans- 
cription ban, which began Aug. 1, 


| 1942, actually constitutes a labor 
|dispute. If it is, then WLB can 
| properly take action. That inter- 


|pretation has already been chal- 
|lenged by labor members of the 
|WLB panel, and presumably that 
portion of the board is already cer- 
tain what it will do. 


Padway to Testify 


In its appearance before WLB, 
the AFM will be on a spot where 
many another union has stood, and 
Joseph L. Padway, AFL general 
counsel and one of the most skilled 
operators of union legalistic ma- 
chinery, will be on familiar ground. 
Mr. Padway was with the AFM 
chief when he made his 
appearance before the Senate sub- 
committee last January. There, 


and the committee’s counsel, Mr. 
Petrillo confessed contritely that he 
had perhaps been wrong, that he 
would negotiate. But the negotia- 
tions failed to materialize. 

At the same hearing, Mr. Petrillo 
|demanded investigations of the radio 
| industry, calling it a monopoly. 

Similarly, he charged that the 
making of transcriptions led to un- 
employment among union members, 
and recited figures showing the low 
percentages of musicians employed. 

He later revealed, however, that 
“unemployment” in his phraseology 
meant musicians not working as 
musicians, that the “jobless” men- 
tioned might well be in jobs, might 
possibly make more money than 
they did as musicians. Besides Mr. 
Petrillo, it is expected that all seven 
transcription companies will be 
present tomorrow to present their 
side of the story. 


American Distilling 
Launches Campaign 


American Distilling Company, 
New York, is currently using a 
selected list of national magazines 
to promote its Burton’s whisky, 
Bourbon Supreme and Old Mr. Bos- 
ton, all domestic whiskies; Carta 
Blanca beer, imported from Mexico; 
/and Beringer Brothers California 
| wine. 

The schedule calls for full-page 
'color insertions in Collier’s, Esquire 
| and Life; full-page, black-and- 
| white in Business Week and News- 
week: and smaller units in Cue, 
| Field and Stream, Gourmet, Har- 
| per’s Bazaar, House & Garden, Out- 
|\door Life, Town and Country, 
| Vogue and Woman’s Home Com- 
|panion. The campaign will run 
throughout the year. Jones & 
| Brakeley is the agency. 

i 
| 


Antitrust Charges Killed 

| Federal charges of price fixing 
|against Safeway Stores, Inc., and 
Kroger Grocery & Baking Company 
were dismissed at Kansas City, 
|Kan., last week by Federal Judge 
Richard J. Hopkins. The court up- 
| held demurrers filed by the compa- 
nies which insisted that the charges 
were insufficient and _ indefinite. 
| Indictments were returned last Jan. 
20 after a Department of Justice 
| investigation. 
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under a withering fire by senators | 
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in the Wartime Vogue 
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Since Fairbanks, Morse & Co., Chicago, 
started a series of advertisements in the 
Daily News, Beloit, Wis., to attract 
women war workers, applicants at the 
U. S. Employment Service office there 
have quadrupled. The jobs are well 
er in this copy. Henri, Hurst & 
McDonald, Chicago, is the agency. 


Workers Vote 
Quick End to 
Providence Strike 


Providence, R. I., July 7.—Under 
an order from the War Labor 
Board and without compromise by 
the company, compositors of the 
| Providence Journal Company at a 
meeting tonight voted to return to 
| work after causing suspension of 
publication for one afternoon of the 
| Evening Bulletin. This avoided sus- 
pension of the morning Journal, 


lof continuous daily publication for 
| 114 years. 

The return was decided on after 
Alfred J. Whittle, regional officer 
of the International Typographical 
Union, told the strikers at the meet- 
ing that they should resume work 
and leave the dispute for settlement 
by the War Labor Board. 


Baker Denies Contact 


Previously Mr. Whittle had in- 
sisted that the strike would go on 
and had assured the compositors 
that their action was backed by the 
president, C. M. Baker, and the 
executive council 
tional Typographical Union 
North America. In a_ statement 
yesterday, however, Mr. Baker said 
he had not heard from or communi- 
cated with the local union since the 
War Labor Board entered the case. 

It is understood the War 
Board will present the dispute to 
a fact-finding panel in Boston in the 
near future, that from there the 
case will go to the newspaper panel 


thence to the War Labor Board in 
Washington for final decision. 


Calvert's July 
Schedule Plays 
Up War Bonds 


New York, July 8.—Calvert Dis- 
tillers Corporation will place a 
major part of its July advertising 
behind the sale of war bonds and 
stamps using full color advertise- 
ments in a large list of national 
weekly and monthly magazines, in- 
cluding the American Magazine, 
Collier’s, Life and Redbook. More 
than 220 newspapers throughout the 
country will also be used. 

Copy is based on the appeal to 
buy bonds now in order to make 
purchases in the postwar period. 
In addition, Calvert’s ““Metropolitan 
Moments” series, running in 50 
newspapers in larger cities, will 
appear four times during the month 
with copy devoted exclusively to 
war bonds. These insertions will 
also be featured in magazines, 
including Newsweek, The New 
Yorker and United States News. 

Lennen & Mitchell handles Cal- 
vert Reserve and Special Whiskies, 


'while Geyer, Cornell & Newell 
directs advertising for Old Drum 
| whisky. 
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in Chicago for recommendation and | 
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famous | which would have broken a record|of the wartime facts about food. | 


} 


J 


| wt 
of the Interna-| s# 
of |= 


All our thinking on the subject 
|starts with the fact that only 
through the cooperation of the peo- 
}ple can the wartime program suc- 
tf Ad tisi or am, shaved h ted 

| “I am, therefore, much interes 
Oo ver Ising |to hear that the War Advertising 

New York, July 7.—Business| Council is launching a drive for ‘A 
leaders in thousands of communi-| War Message in Every Ad.’ If the 
ties throughout the country will| power and weight of advertising 
gather on July 14 to hear a special| can be thrown behind the job of 
broadcast by important government| securing a better understanding of 
officials on the role that advertising| government programs such as the 
can play in bringing essential war|one with which I am specially con- 
information to the home front, the! cerned, I am convinced that we will 
War Advertising Council announced | be well on the way toward full 
today. This program, arranged with| cooperation on the home front. 
the cooperation of the Office of War| “I appreciate the help the Coun- 
Information, will originate in Wash-| cil has given us thus far and wish 
ington and will be aired on an NBC| you success in your drive.” 
network of 138 stations at 1:15 
p. m., EWT. 

Participators in the program will 
include Donald Nelson, chairman, 
WPB, Director of War Mobilization 
James F. Byrnes, Marvin Jones, 
newly appointed War Food Admin- 
istrator, and Elmer Davis, director 
of OWI. Chester J. LaRoche, chair- 
man of the War Advertising Coun- 
cil, will also be heard. The broad- 
cast will be one of the highlights 
of an intensive campaign launched 
recently by the War Advertising 
Council, which has as its objective 
the conversion of at least one-third 
of all advertising to war themes. 
Keynote of the drive is the slogan 
“A War Message in Every Ad.” 


] uly 1 d Broadcast 
Stresses War Role 


Leading trade associations, cham- 
bers of commerce, newspapers, 
magazines, outdoor plants and radio 
stations are cooperating with the 
Council in bringing the July 14 pro- 
gram to the attention of business 
men, and arranging luncheons and 
meetings for group listening. To 
acquaint station executives with de- 
tailed plans for the July 14 broad- 
cast and to explain the Council’s 
“A War Message in Every Ad” cam- 
paign, NBC arranged for a closed 
circuit hookup July 6. The speak- 
ers were Frank Mullen, vice-presi- 
dent and general manager of NBC, 
and Mr. LaRoche. 


Kivdiendien. Film Moves 


Alexander Film Company and its 
subsidiary, Alexite Engineering 
Company, have removed their New 
York office to 500 Fifth Ave. 


Sees “Enormous Help” 


Commenting on the Council cam- 
paign, Mr. Nelson said today, “It 
is hardly necessary for me to tell 
you that if this project can be 


brought about, it will be an enor- 
mous help to us in government. 
“No plan which can be devised Production Manager 
can be successful without the sym- 
pathetic cooperation of the Ameri- Wanted: 
can people. The publication by) : ‘ : 
advertisers of consistent, coordi- | Publisher of technical and business 
nated war messages will certainly | 
help us greatly in our 


magazines is looking for an experi- 
efforts to| 


He 
speed understanding and action. I|] <hould be conversant with layout 
sincerely hope the business and | 
advertising men of the nation will 
find it possible to cooperate in get- | 
ting this important job done.” 

Mr. Jones expressed the opinion 
that “it is of the utmost importance | 
that every American be informed | 


enced production manager. 


and have proven administrative and 
organizational ability. Write giving 
| complete details as to experience, 
|] etc. Box 4192, ADVERTISING AGE, 
New York City. 


PEOPLE. 


Analyze This 
“Double” Editorial Page 


Washington-Merry- 
Steinbeck. 
Locke and Ralph Smith, Journal Washington correspondent. Also col- 


Not one page. Two, facing. Appearing there: 
Go-Round, Winchell, Lippmann, Clapper, McLemore, 
umns by local writers, two editorial cartoons, letters to the editor— 
and, of course, The Journal's own editorial expression. 


The tremendous readership of 


these two pages is under. : 
standable. This power to at iB 4 c 
tract and influence readers : ges 


helps produce greater returns 
That is why 
promotion for the South pays 


for advertisers. 


out better when it runs in The 
Journal—the newspaper that 


Zournal 
palo 


covers Dixie like the dew. 


186.663 Daily @ 245,462 Sunday 
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Writes lester JOHN STRINBECK, world-famous 


novelist, whose description runs... 


The troops in their thousands sit on their equipment 
on the dock. It is evening, and the first of the dimout lights 
come on. The men wear their helmets, which make them 
all look alike, make them look like long rows of mush- 
rooms. Their rifles are leaning against their knees. They 
have no identity, no personality. 


The men are units in an army. The numbers chalked on 
their helmets are almost like the license numbers on 
robots. Equipment is piled neatly—bedding rolls and half 
shelters and barracks bags. Some of the men-are armed 
with Springfield and Enfield rifles from the first World 
War, some with M. L. S. or Garands, and some with the 
neat, light, clever little carbines every one wants to have 
after the war for hunting rifles. 


Above the pier the troopship rears high and thick as an 
office building. You have to crane your neck upward to see 
where the portholes stop and the open decks begin. She is 
a nameless ship and will be while the war lasts. 


On the dock the soldiers are quiet. There is little talk- 
ing, no singing, and as dusk settles to dark you cannot tell 
one man from another. The heads bend forward with 
weariness. Some of these men have been all day, some 
many days, getting to this starting point. 


There are several ways of wearing a hat or a cap. A 
man may express himself in the pitch or tilt of his hat, 
but not with a helmet. It won't go on any other way. It 
sits level on the head, low over eyes and ears, low on the 
back of the neck. With your helmet on you are a mushroom 
in a bed of mushrooms. 


Four gangways are open now and the units get wearily 
to their feet and shuffle along in line. The men lean for- 
werd against the weight of their equipment. Feet drag 
against the incline of the gangways. The soldiers dis- 
appear one by one into the great doors in the side of the 
troopship. 


Inside the checkers tabulate them. The numbers 
chalked on the helmets are checked again against a list. 
Places have been assigned. Half of the men will sleep on 


the decks and the other half inside in ballrooms, in dining 
rooms where once a very different kind of people sat and 
found very important things that have disappeared. Some 
of the men will sleep in bunks, in hammocks, on the floor, 
in passages. 


Tomorrow they will shift. The men from the deck will 
come in to sleep and those from inside will go out. They 
will change every night until they land. They will not 
take off their clothes until they land. This is no cruise ship. 


On the decks, dimmed to a faint blue dusk by the black- 
out lights, the men sink down and fall asleep. They are 
asleep almost as soon as they are settled. Many of them do 
not even take off their helmets. It has been a weary day. 
The rifles are beside them, held in their hands. 


On the gangways the lines still feed into the troopship— 
a regiment of colored troops, a hundred Army nurses, 
neat in their dark blue and strange in their helmets and 
field packs. About midnight the last man is aboard. 


Throughout the ship the loud speakers howl. Embarka- 
tion is complete. The gangways slide down from the ship. 
The iron doors close. No one can enter or leave the ship 
now, except the pilot. 


On the bridge the captain of the ship paces slowly. It is 
his burden now. These thousands are in his care, and if 
there is an accident it will be his blame. 


In the staff room, which used to be the ship’s theatre, 
the commanding officer sits behind his table. His tired, 
blond adjutant sits beside him. The phone rings, the C. O. 
picks it up, listens for a moment and hangs up the re- 
ceiver. He turns to the adjutant: 


“All ready.” he says. 
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dbove are exc erpts from one of a series of articles by John Steinbeck. appearing—exclusively in Boston—in The Boston Clobe 


The Boston Globe 


Morning + Evening + Sunday 


OUR ADVERTISING WiLL 


BE BETTER 


READ IN THE 


| 
| 
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) NCLE DUDLEY, signer of Globe editorials since 

1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
| corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe.’ ” 


Through seven decades Uncle Dudley’s family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 


They bring Globe readers exclusive, up-to-the-minute 


news and comment. Here are just a few members of 


Uncle Dudley's family, today: 


BARD © Ernie Pyce «© Water LippMANN ¢ WituaM H. 
STONEMAN © JouN LarpNner ¢ Jay FRANKLIN ¢ JOHN 


| Dorotuy THompson ¢ Ernest LinpLtey ¢ Herten Lom- 


Barry ¢ Potty Weester ¢ Dororny Hittyer « Henry 
Harris © Harotp PutNam ¢ Satty Stuart ¢ GEoRCE 
Antuett ¢ ANN Dean ¢ Orto ZAuUSMER @ JOHN KIERAN © 
Samuet Grarton ¢ Epcar ANset Mowrer ¢ Georce 
Wetter @ Newt Gues ¢ Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaut «© Henry McLemore ¢ Heven 
Kink patrick ¢ Ricnarp Mowrer ¢ A.T. Steece ¢ LELAND 
Stowe « AtteN Haypen ¢ Waverty Roor ¢ CarLyLe 
Hout ¢ Dororny Dix ¢ Emity Post ¢ Nat A. Barrows ¢ 
Louts M. Lyons ¢ James Morcan ¢ CHarces MERRILL 
e James Powers @ Eart Banner ¢ Evi CULBERTSON ¢ 
GraNTLAND Rice « Haroun Kasse ¢ Friercuer Pratt 
Joseru F. DinNEEN 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 
4.P0 irephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLoBE 


BEST READ NEWSPAPER 


~ “EVER WATCHED 
AN EMBARKATION, 


UNCLE DUDLEY? 


Here’s what 
it’s like...” 
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REVIEW OF 
THE WEEK 


THE CHOICE IS OBVIOUS 


Which kind of ad will do you more good ? 


, 


These imaginary advertisements from the War Advertising Council's new brochure 
dealing with the farmer's place in the war program are two types of copy which 
the Council offers as an example of what war advertising really means. The 
brochure goes into detail on what the food production problem is and how ad- 


USES PLASTIC 


Richard Hudnut is now packaging its 

DuBarry beauty cake and lipstick in new 

pink plastic containers, duplicating its 

former metal cases, now being used for 
more essential purposes. 


TEA FOR AFRICA 


These patriotic appearing boxes, made 

by Robert Gair Co. for General Foods 

Corp., contain tea for shipment to North 

Africa, under government lend-lease 

program. Messages shown on panels 
are in French and Arabic. 


vertisers can tie in with this essential war theme. (Story on Page 45). 


HOW U. S. GRADES ARE BEING SHOWN ON CANNERS' LABELS 
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ty SCHUCEL & CO. HOC. SAN FRANCISCO Cau 
MEMSEE US INSPECTED FOODS FOUCATIONA( SHEvICE 


Examples of the manner in which better-known canners are using U. S. grades and continuous government inspection shields 

on their labels. Note that Texsun and B & M also carry Good Housekeeping seals, while Texsun in addition carries the 

American Medical Association acceptance shield. The Schuckl & Co. label at the bottom shows how the line, “Member, 

U. S. Inspected Foods Educational Service,” is to be used, and also demonstrates the panel giving additional information 
about the product and the other arades packed under the same trade name (Story on Page 
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CELEBRATING 40-YEAR SERVICE 


RR pT 


Henry Doorly, publisher of the Omaha World-Herald, who celebrated his 40th 


anniversary with the newspaper on July |, was given a unique memento at a 
department managers’ party marking the event. The gold plated trophy consists 


of a metal box on which is mounted a collection of scrap gathered from the 

“shop,” a tribute to Mr. Doorly's part in the nationwide scrap drive which won 

his newspaper a Pulitzer prize. Inside the box is a book containing the names of 

all employes now in the services and of those now with the paper. Tom Devaney, 

local advertising manager, left, presents the trophy to Mr. Doorly, while H. E. 
Newbranch, vice-president and editor, looks on. 


INTRODUCES NEW TRADE CHARACTER 


ROMA WINE"  —=—_— 


Roma Wine Co.'s new “R-Man," trade character adapted from the company’s 

CBS radio program, is introduced in this four-color magazine advertisement, in 

the July 5 Life. Roma has launched an extensive program in behalf of its wines. 
McCann-Erickson, San Francisco, is the agency. (story on Page 48). 


PILLSBURY POSTER FOR QMC 


Maj. Gen. E. B. Gregory, left, Quartermaster General, U. S. Army, receives a 
morale-building poster contributed by Pillsbury Flour Mills Co. from B. F. Bow- 
man, director of the war supplies department. The posters, lithographed in six 
colors, will be distributed by the QMC to Army camps and posts here and over- 
seas, and by Pillsbury for display in grocery stores, to point out the reason for : 3 
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THAT NEEDED 
FILLING! 


You hear a lot of conversation about the rise of Newsweek ..."In five years, circulation increased 74%... now 
more than a half million readers. From twenty-second to fifth place in advertising revenue among general 
magazines. Wow!” There’s nothing “wow” about it. It was bound to happen. For Newsweek plugged a number of holes 


: in American journalism at a time when they needed plugging... A time when the news 


—— became more important to people than it ever had been before. It filled the need for 
i, : a news magazine that would handle news, issues, men objectively, fairly... with no axes 
to grind. It published not news warmed over, but news-meaning, news-significance. 

It introduced signed opinions, written by men of authority... Lindley on Washington, 
Pratt on the War, Moley on National Affairs, Robey on Economics, Politics, Business... 


. the holes Newsweek filled were many... the “Periscope,” forecasting the future with 88% 
accuracy...‘ Postwar Horizons” with its revealing discussions of our world of tomorrow. 

In times like these, with a book like this, Newsweek couldn’t help becoming a 

e dominant force in American thought almost overnight. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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